CHICAGO 


PUBLISHED 
WEEKLY at 100 
—. OHIO ST. 
DEL. 337 


—_- 
_—_ 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan, 9, 1932, at the post office at Chicago, IIl., under the act of March 3, 1879. Copyright, 1945, by Advertising Publications, Inc. 


NEW YORK 


330 WEST 
FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 16, No. 51 


December 17, 1945 


10 Cents a Copy, $2 a Year 


ough Proofs 


Promotion of pheasant hunting 
n South Dakota was so success- 
ul, the nimrods report, that there 
vere almost as many hunters in 
he field as there were pheasants. 


, 7.9% 


Chicago pressmen and feeders 
efused to work overtime in the 
nope that they could get a shorter 
work week and thus be compelled 
to work more overtime. 


= Vv * 


World Report, Dave Lawrence 
says, “will have no editorial page 
and espouse no cause.” 

Couldn’t it even put in a plug 
for San Francisco or Chicago as 
the UNO headquarters? 


- ee 


NAM’s 1946 policy will include 
‘demonstrating conclusively that 
the manufacturing dollar is and 
will continue to be shared prop- 
erly and fairly among workers, 
consumers and owners.” 

Just define “properly and 
fairly,” and you’re all set. 


7 “3 F 


Advertising, AA says, is the 
field so many young ex-servicemen 
would like to enter that a lot of 
them will be disappointed in get- 
ting jobs. 

Advertising, instead of bond 
selling, is now the glamor biz. 
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Fowler McCormick wrote every 
word of a newspaper ad describ- 
ing IHC expansion in Chicago, 
and both the advertising depart- 
ment and the agency okayed his 
copy without change. 


y ¥ F 


“Sixteen Agencies Split Ameri- 
can Home’s $13,000,000 Budget,” 
headlines AA. 

When the roll is called up 
yonder, all the boys come a-run- 
ning. 

bs v v 


Capt. Ted Lyons, White Sox 
pitcher just returned from the 
wars, says he liked Spam so well 
he ate and enjoyed it every day. 
Maybe Hormel had better get this 
in writing before he changes his 
mind. 

v v v 


Gladys the beautiful receptionist 
says she sees that only 37% of 
the people have toothbrushes, and 
she wonders why the toothpaste 
people don’t follow the plan of 
the razor blade manufacturers. 
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“167,033 Chicago Daily News 
families will buy 176,557 radios,” 
the ad says. 

The postwar era may be pros- 
rous, but evidently it won’t be 
iet. 


woe 


Undismayed by the results of 

first campaign, World Peace- 
iys is making plans for a bigger 
d better advertising program to 
nvince everybody that war 
illy isn’t much fun. 


a Me 


Larry Clavin says fair trade 
1k the bedding business out of 
e gutter. You can make your 
vn bed, but evidently you don’t 
ve to lie in it indefinitely. 


Copy Cus. 


‘Legitimate’ Ads 
Aid Competition, 


Berge Proclaims 


Anti-Trust Head 
Reassures Makers 
of Pharmaceuticals 


New York, Dec. 12.—Advertising 
was bracketed with the anti-trust 
laws by trust buster Wendell 
Berge today as a force working “to 
promote maximum production and 
distribution of goods.” 

While Mr. Berge limited his en- 
dorsement to “legitimate advertis- 
ing,’ he assured the American 
Pharmaceutical Manufacturers As- 
sociation that “by no stretch of the 
imagination can it be said that 
the enforcement of the anti-trust 
laws is opposed to advertising or 
intended to exert undue control 
over it.” 

“We are concerned with adver- 
tising only when it is used as a 
means of imposing monopolistic 
and restrictive controls upon the 
competitive pattern of American 
industry,” Mr. Berge explained. 


Cites Conventional Abuses 


Back in 1938, Mr. Berge and 
former Assistant Attorney-General 
Thurman Arnold were arguing 
that big advertising budgets in 
themselves were an instrument of 
monopoly, enabling those “who 
had the most money and made the 
most noise” to dominate the 
market. 

Abuses cited today were more 
conventional. “An agreement 
among competitors to adhere to an 
advertising program would not, 
because of the fact of advertising, 
grant any immunity under the 
anti-trust laws,’ Mr. Berge ex- 
plained, adding, “An agreement 
among competitors not to adver- 
tise, or to boycott a medium of 


advertising, would involve serious 
questions under the _ anti-trust 
laws.” 


Sees Parallel Aims 


Mr. Berge contended that “in 
nearly all respects our purpose un- 
der the anti-trust laws is parallel 
to the legitimate aims of advertis- 
ing. 

“Advertising and the anti-trust 
laws are commonly concerned with 
the best possible distribution of 
goods in a free competitive mar- 
ket. They are jointly opposed to a 
market characterized by high 
prices, low turnover or monopoly 

(Continued on Page 57) 


Two Strikes and Out, 
But Not Yet Down! 


Delivery of last week’s issue of 
ADVERTISING AGE was delayed be- 
cause printing pressmen and as- 
sistants in Chicago refused to 
work overtime unless they got the 
same deal the typographic union 
won as the result of a three-week 
strike in October. Thursday, Dec. 
13, the “no overtime” edict was 
canceled, so the slow-up in de- 
liveries should be ended. 

This makes “two strikes and 
out” for us. We like being “out,” 
but we’d just as soon make a “hit” 


and avoid the “strikes.” 
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pay 2 WO 
US. Saving? 


FOR RETAILERS—The Treasury De- 

partment is launching a continuing “low 

pressure" campaign for savings bonds 

with this New Year's poster for retail- 

ers. An adaptation of the design as a 

24-sheet poster will be available for 
sponsorship. 


Van Camp Boosts 
Ad Budget 25% 
to $1,250,000 


Indianapolis, Dec. 12.—Stokely- 
Van Camp, Inc., which rounded 
out its fiscal year ending May 31 
with more than $1,000,000 worth 
of advertising for Van Camp’s 
beans, chili con carne, and Ten- 
deroni, expects to raise advertis- 
ing 25% above this all-time record 
for the year ending in May, 1946. 

Sales grossed 75% more than 
the previous year, and if current 
sales continue, will be up 35% for 
the year ending next May. 

Tenderoni has_ recently § ac- 
quired a new package and is now 

(Continued on Page 57) 


BMB Starts Operations 
with 582 Radio Stations 


Newspaper Group 
Expands Program 
on Radio ‘Costs’ 


Representatives’ 
Study Coming Out 
Soon as Booklet 


New York, Dec. 13.—The Amer- 
ican Association of Newspaper 
Representatives is preparing its 
study, “Daily Newspapers and 
Chain Radio as National Media,” 
for a wider audience. 

First shown last June before 
the Media Men’s Association of 
New York, a group of advertising 
agency media executives (AA, 
June 18), the findings in the 
study since have been edited and 
sharpened further. 

The total audience before which 
it will be presented soon will be 
expanded from hundreds to thou- 
sands. The only larger meetings 
at which it has thus far been pre- 
sented were those of the Media 
Men’s last Jufie and a group of 
130 advertisers and agencies at 
Philadelphia Dec. 5, sponsored by 
newspaper publishers there. 
Newspaper publishers in Boston 
will sponsor a _ presentation in 

(Continued on Page 60) 


Last Minute News Flashes 


FTC Hits Price Maintenance, ‘Coercive Action’ 
Washington, Dec. 14.—In an analysis of price maintenance in the 

food, drug, liquor, beer, wine and hardware industries, FTC told Con- 

gress that absence of effective government supervision makes fair 


trading 
economy.” 


“economically unsound and undesirable 


in a competitive 


While offering no legislative suggestions, FTC said resale 


price maintenance becomes a means of effecting “enhancement of 
prices by secret agreements and restraint of competition by coercive 


action.” 


The report also charged that wholesalers and retailers often 


initiate fair trading without the consent or against the will of the 


manufacturer, 
maintains high living costs.” 


and that resale price maintenance 


“enhances and 


Fisher Body Sets Up Public Relations, Ad Unit 
Detroit, Dec. 14.—William S. McLean, director of advertising and 

publicity of Fisher Body division of General Motors, has been named 

general director of a newly-established public relations and adver- 


tising division of Fisher. 


James P. Wines, 


who has serviced the 


Fisher account at Kudner Agency for the past 12 years, will be as- 
sistant general director of the new ad division. 


Army Launches Second Drive for Recruits 

New York, Dec. 14.—The Army Recruiting Service inaugurates the 
second phase of its recruiting campaign through N. W. Ayer & Son, 
Philadelphia, with full pages in Collier’s, Life, Look, Popular Mechan- 
ics and Popular Science featuring “The Last Day”—Jan. 31—on which 
men now in the Army can retain their present grades by re-enlist- 


ing. 


Magazine insertions will appear beginning Dec. 22, and the 


same copy in 1,000 to 280 lines in a list of 11,500 newspapers will run 


the week of Dec. 31. 
every radio station. 


Spot announcements will be used on almost 


Upson Named P&G General Sales Head 


Cincinnati, Dec. 14.—Procter & 
the appointment of Mark Upson, 


Gamble Company has announced 
former P&G eastern district sales 


manager, to the newly-created position of general sales manager, 


effective Jan. 1. 


Fulton Joins ‘Sports Afield’ 


New York, Dec. 14.—Ralph W. Fulton, for 15 years with Puck—the 
Comic Weekly, and prior to that a partner in his own agency, has 
been appointed eastern advertising manager of Sports Afield, with 


headquarters here. 


(Additional News Flashes on Page 2) 


Networks Expected . 
to Approve Medium's 
First ‘Audit Bureau’ 


New York, Dec. 13.— With a 
total of 582 subscribing stations, 
representing 65% of all United 
States commercial stations and a 
financial backing of almost $1,- 
000,000, the Broadcast Measure- 
ment Bureau is ready to start in 
January the first phase of its na- 
tionwide study of radio station 
audiences. 

Last week BMB’s finance com- 
mittee held the first meeting with 
representatives of the four major 
networks to discuss what por- 
tions of the study will be allo- 
cated to the networks as their 
share of the cost of the entire 
measurement. Decision by the 
nets on BMB participation must 
come before Jan. 1 “to provide for 
the re-tabulation of the data for 
network uses.” 


Will Mail 1,000,000 Cards 


The first operation—mailing— 
to start in January, covers address- 
ing, insertion and mailing of more 
than 1,000,000 postcards to the 
nationwide list of radio listeners, 
already compiled. The research 
function of editing and coding re- 
turned ballots is scheduled for 
early spring. The third phase— 
tabulating—will involve 5,000,000 
more punch cards with various 
types of machines supplied by In- 
ternational Business Machines. 

The BMB technical research 
committee has approved the bids 
of Industrial Surveys Company 
and the Reuben H. Donnelley 
Corporation to handle the mail- 
ing, editing, coding and tabulat- 


ing, but no decision has been 
made, pending the board’s ap- 
proval. 


Feltis to Make Tour 


January for BMB will also 
mean another swing around the 
country for Hugh Feltis, presi- 


Massachusetts 
Weighs $600,000 
Drive for Trade 


Boston, Dec. 12.—A commission 
headed by former Ambassador 
Joseph P. Kennedy has recom- 
mended to the Massachusetts leg- 
islature the creation of a Depart- 
ment of Commerce, with an an- 
nual budget of $1,000,000, includ- 
ing the expenditure of $600,000 a 
year for advertising and publicity 
purposes. 

The 21,000-word report pointed 
out that industrial wages paid in 
Massachusetts dropped $297,780,- 
096 between 1923 and 1939, while 
sales of products made there de- 
clined sharply in the same period. 

“Massachusetts has already 
shown a burst of energy,” the re- 
port said, “which has resulted in 
the projected vast expansion of 
its assets, ports, airport facilities 
and highways. It would be ironic, 
indeed, if the commonwealth left 
unguarded its economic well-be- 
ing, its industries and trade.” 
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dent, who will be present at the | based on a survey of rural popu- 
18 district meetings held annually | lation, and an urban survey made 


by the National Association of 
Broadcasters. He will discuss 
BMB progress and development, 
the “philosophy” behind the bu- 
reau, with particular emphasis on 
the use of the material BMB will 
supply subscribers at the conclu- 
sion of the first study. 

Accompanying him will be rep- 
resentatives of the Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies. 

BMB itself is the result of a 
tripartite effort to arrive at a 
standard measurement by _ the 
Joint Committee on Radio Re- 
search, formed in 1934 and con- 
sisting of five representatives each 
from the ANA, Four A’s and NAB. 


Studied Coverage Methods 


The committee devoted most of 
its time from 1934 to 1938 to 
studying station coverage meth- 
ods, working also on two produc- 
tion projects. These were an esti- 
mate of radio families by counties 


| 
| 


available by CBS. 

In 1935, CBS began its first cov- 
erage study of radio listening—a 
method which was perfected to 
mail questionnaires and which 
proved so successful it has been 
adopted as a basis for BMB’s 
studies. 

From 1938 to 1941, the station 
coverage project lay dormant be- 
cause of divergent views of adver- 
tisers and agencies On what 
method would be acceptable. The 
NAB sales managers’ executive 
committee, working with radio 
timebuyer members of the Four 
A’s, advised that a method em- 
ploying half millivolt signal 
strength contours and audience 
mail analysis would be acceptable. 


Four A’s Rejects Plans 


This was approved by NAB 
members at the 1943 convention, 
but the Four A’s refused it, feel- 
ing that the 
would not produce a usable stand- 


ard measurement. 


|ensuing months, and 


More meetings were held in the 
in April, 
1944, Mr. Feltis was appointed 
chairman of the NAB research 
committee. In August, when a 
method finally had been worked 
out, the Four A’s gave it informal 
approval, and the same month, at 
the NAB war conference in Chi- 
cago, Mr. Feltis presented the 
method to the board of directors. 

Authorized to present the plan 
to the broadcasting industry, Mr. 
Feltis was asked by the board to 
“press for a definite decision on 
the principle of full disclosure of 
the information” after it had been 
gathered. 


Some Oppose ‘Full Disclosure’ 


Some broadcasters felt that sta- 
tions would not participate in the 
BMB if the data obtained were 
released to all advertisers, agen- 
cies and the radio industry, while 
others felt that to be a successful 


|industry-wide project, the infor- 
proposed method | 


mation would have to be pub- 
lished simultaneously and fully to 
(Continued on Page 58) 
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Last Minute News Flashe; 
ANA Board Reelects Hitchcock, Other Officers 


New York, Dec. 14.—The board of directors of the Association 0 
National Advertisers, meeting here Dec. 12, reelected Hugh Hitch 
cock, Packard Motor Car Company, chairman of the memb shi 


committee; Carleton Healy, Hiram Walker, Inc., nominating 
mittee chairman, and T. H. Young, U. S. Rubber Company, pro »;: 
chairman for the spring meeting. 


om 
al 


Albert Brown, Best Foods, Inc 


was reelected treasurer, and Edward T. Batchelder, secretary. 


Republic Aviation Sets $300,000 Ad Budget 


New York, Dec. 14.—Republic Aviation Corporation, Farming dap 
L. I., has set its 1946 advertising budget at $300,000, an increase , 


$39,000 over 1945. 


Magazines and business papers will be used fo 


t’' amphibian Seabee and the transport Rainboy. Republic has pu; 
chased Aircooled Motors Corporation, Syracuse, for $1,500,000 an) 


will place the Franklin air-cooled engines in the Seabee. 


Albert Woodley Company. 


Agen y i 


Cuban Ads Push Xmas Cigar Sales 


New York, Dec. 14.—The Cuban government, through its Nation, 
Tobacco Commission, is using newspapers in approximately 18 metro 
politan areas in the U. S. to promote Christmas sales of Havap; 


cigars. 


The 98-line ads will run three times in December. A fey 


national weekly magazines and business papers are also being use 
in the campaign, which is paid for by government assessment of 
the Cuban cigar industry. Grant Advertising, Inc., handles the maga 


zine and newspaper advertising. 


New additions to the B.P.I.€. Market Data Files! 


The detailed information from which the fol- 


lowing samples were taken is on file in the 
B.P.L.C. Research Department. Together with 
comprehensive references on many other top- 
ics, it is available to you, as needed. 
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In the ten years, 1935-1944, Brazilian steel 
production increased from 64,231 to 219,304 
tons, or just about 243 per cent. This amazing 
gain is reported officially in the April, 1945, 
issue of BOLETIM DO CONSELHO FEDERAL 
DE COMERCIO EXTERIOR (Bureau of Foreign 
Trade Bulletin) just received from Rio de 
Janeiro. Next year's tonnage is expected to 
show additional gains as the first units of the 
great new mill at Volta Redonda come into 
production. 


Recent official population figures for all states, 
territories and capital cities, as of 1940, are 
given in the same issue. According to this 
tabulation Rio de Janeiro has a population of 
1,781,578 as compared with Sao Paulo’s 1,322,- 
234. Largest populated state is Sao Paulo with 
7,246,964. 


ea ae 


The June, 1945, issue of INDUSTRIA MINERA, 
in Spanish, recently received from Buenos 
Aires, features an interesting article on Argen- 
tine solid fuels, valuable for its accounts of 
the coal resources of the republic, and where 
they are located. 


A survey of air conditioning sales volume we 
made recently showed up an interesting con- 
dition. Of the two self-contained residential 
types, the more expensive sells proportion- 
ately better in export than in domestic mar- 
kets. The costlier floor type in comparison 
with the cheaper window-sill type sold 614 to 
1 overseas. Here at home the ratio was 2'4 
floor type units to | sill type. 


* * * * 


The official journal of the American Society of 
Mechanical Engineers, October, 1945 issue, in 
cludes an enlightening article on China's steel 
industry bu Henrik Ovesen, Chief Engineer for 
the Nelson Mission to China and at present 
with the Lukens Steel Company, Coatesville, 
Pa, Present conditions are primitive. Ovesen 
savs “Most of the furnaces have been built of 
plate salvaged from river steamers, and_ the 
boilers from steamers are in evidence every- 


where. The mills can probably produce 50,000 
tons per year if operated to full capacity.” 
Excerpts from this article have been copied 
for our data file. 


Chile is one of the few Latin American coal 
producers. Total 1944 output is reported as 
2,046,919 tons according to an article on 
Chilean mining production for that year pub- 
lished in the June 1945 issue of the BOLETIM 
MINERO DE LA SOCIEDAD NACIONAL 
DE MINERA (Mining Bulletin of the Na- 
tional Mining Association). 


* * * * 


From a reliable but strictly confidential source 
we received the following notes: 

BRAZIL—In a press interview, Minister Men- 
donca Lima stated that orders had already 
been placed for delivery in 1946 of 1,000 loco- 
motives and 4,000 railroad cars for the Bra- 
zilian railroad systems. In an earlier report 
this year the Minister of Transportation had 
stated that Brazil will acquire 20,000 freight 
cars in the neat five years. 

Effective August 1, 1945, restrictions on the 
use of private automobiles were lifted and an 
initial quota of 30 liters of gasoline per 
month per car has been established. Gasoline 
quotas for trucks and buses have also been 
increased so that it is expected that the trans- 
port situation will improve somewhat. 


* * * * 


EL MERCURIO, leading Chilean newspaper 
of Santiago gives this significant information 
about the State Railways shop at San Bernardo 
in its August 13, 1945 issue: “In commemora- 
tion of the 25th anniversary of the San Bern- 
ardo shops, six new Montana type locomotives, 
totally Chilean made, will be delivered today 
for operation on the Northern System.” Only 
recently the first locomotive of all-Chilean 
manufacture was put in commission. The 
shop’s main purpose is maintenance of equip- 
ment. At the present time there are 1,333 
men employed. 


A meaty report on the Brazilian Mogiana rail- 
way is made in the July-August 1945 issue of 
BOLETIM DE LA ASOCIACION INTERNA- 
CIONAL PERMANENTE (Bulletin of the Per- 
manent International Association). Compara- 
tive statistics on revenues, expenses and traffic 
volume are given for 1944 and 1943. The 


“Boletim” is published by Congreso Pan- 
americano de Ferrocarriles (Pan-American Con- 
gress of Railways) with headquarters in Buenps 
Aires. 

Included in the same Bulletin are references 
to the 1943 report on Colombian National rail- 
wavs and allocations made from the $4,000, 
000 (approximately $280,000 US/cy) railway 
bond issue of May, 1944. 


* * cg * 


Argentina, lacking substantial iron and coal 
resources, must rely greatly upon imports. 
Imports of coal and pig iron during the three 
month period March-May, 1945, amounted to 
144,000 and 5,700 tons respectively. These fig- 
ures are taken from articles published in the 
July 1945 issue of METALURGIA, official 
publication of Seccion Industrias Metalurgicas 
de la Union Industrial Argentina (The Metal- 
lurgical Industries Section of the Argentine 
Industrial Union). 


* * * * 


A total of 104,913,271.17 pesos (approxi- 
mately $26,228,318 US) will be invested in 
highway construction in Buenos Aires Province 
between 1943 and 1949, according to reports 
on highway projects in the August 1945 issue 
of TURISMO—just received from Buenos Aires. 


* * * * 


Reports from United States Embassies in Latin 
America: Preliminary work has started on two 
new Venezuelan projects: One, construction 
of a pier and breakwater at The Port of 
Capurano, involving an expenditure of $1,200,- 
000. The other, construction of an aqueduct 
to supply water to La Guaira and Maiquetia, 
to cost $1,700,000. 


* * ae * 


Announcement has been made of the forma- 
tion of a company to be known as Cuban 
Rayon Company, capitalized at $10,000,000 for 
the manufacture of rayon yarn and weave 
rayon piece goods. 


* 2 &@ @ 


The President of Mexico stated in his annual 
report of the nation that imports of agricul- 
tural, mining and industrial machinery in- 
creased over 111 percent between 1940 and 
1944 in spite of war conditions. 

(Foreign Commerce Weekly) 
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GM Spends Less Than 
$1,000,000 on Strike Ads 


General Motors Corporation ha 
spent “considerably under $1,000, 
000” in advertising in about 80 
newspapers, through Campbell 
Ewald Company, to explain it; 
stand on the strike situation j 
the last three months, a GM ex 
ecutive told AA. Six smaller in- 
sertions described the problem in 
terms of every-day examples, and 
three larger have gone into the 
“economics” of it. The third of 
these, “10% more than wartime 
take-home pay refused by UAW- 
CIO,” is now being released. 


Newspaper Ads Promote 
Manhattan's Blu White 


Manhattan Soap Company, New 
York, is using newspapers in at 
least a dozen midwestern states to 
promote Blu White, which, “blues 
while you wash” when added to 
regular laundry soap. Although 
the product has been tested in re- 
stricted markets for almost a year, 
this is the first concerted adver- 
tising by the company, which also 


manufactures Sweetheart soap. 
Duane Jones Company is _ the 
agency. 


‘Reader's Digest’ to Be 
One Hour Radio Show 


“Reader’s Digest Radio Edition” 
will go on the air on the full CBS 
network beginning Jan. 13th for 
one hour from 2 to 3 p.m. EST 
The first half hour will be spon- 
sored by Hall Brothers, Inc., Kan- 
sas City, for Hallmark greeting 
cards, the second half by the 
Frigidaire division of Genera! 
Motors Corporation, both through 
Foote, Cone & Belding, New York. 
Program will feature stage and 
screen stars each week. 


Use Printing Paper carefully and 
wisely. It's scarcel 
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SS FEEDING, MASD 
{OUSING FIELD GETS 
CATALOG DIRECTORY 


Fills Long-Felt Need For 
Centralized Source Of 
Buying Information 


Chieago, Dee. — A Catalog Direec- 
tory designed to serve all phases of 
the huge institutional field has just 
been announced by the publishers of 
INSTITUTIONS Magazine. To be 
published the early part of 1946, 
INSTITUTIONS Magazine CATA- 
LOG DIRECTORY will bring to this 
tremendous mass consumer market, its 
first comprehensive, centralized source 
of buying and specifying informatigh 
on all types of products havingfan 


application to this field. 


In meeting this long-felt need I? 
STITUTIONS Magazine CATALOG 
DIRECTORY will bring directly to 
the men and women who control the 
purchasing power in this gigantic ten 
billion dollar market exactly the type 
of convenient, easy-reference data 
they so sorely require in their daily 
buying and specifying activities. 


Included in its broad coverage of 
the field are the following types of in- 
stitutions that comprise the mass 
feeding and mass housing market : 


HOTELS 

HOSPITALS 

SCHOOLS 
INDUSTRIAL CAFETERIAS 
RAILWAY SYSTEMS 
MOTELS 

PUBLIC INSTITUTIONS 
RESTAURANTS 
COLLEGES 

AIR LINES 

OFFICE BUILDINGS 
CLUBS 

YMCA's and YWCA's 
STEAMSHIP LINES 


This announcement is of special im- 
portance to all manufacturers of in- 
stitutional equipment, food products, 
building and maintenance materials, 
and similar types of mass feeding and 
mass housing products, since INSTI- 
TUTIONS Magazine CATALOG DI- 
RECTORY affords them their only 
means of presenting their catalog 
lata before all leading buying factors 
n all segments of this field. 


... CONSULT YOUR | 
| INSTITUTIONS MAGAZINE CATALOG 


\ 
iM 


; 
4 
fy 
¥ 


AM 


waa F9e@Gtk 


OF THE ! N ST / T T | oN VA é 


For e+e ®@ HOTELS | 
* HOTELS am 
® SCHOOLS = 
* re 


@ PUBLIC INSTITUTIONS 
@ YMCA's AND YWCA's 

@ INDUSTRIAL CAFETERIAS 
@® MOTELS 


© COLLEGES ¥* 


ote Y SYSTEMS 
1% LINES 
5 1! Te — BUILDINGS 


Mee ae ee 


© @080 @ 


See es 


ae? o* ee 
>” @ STEAMSHIP LINES 


@ PUBLIC BUILDINGS 
@ CLUBS 


"mr "PRODUCTS AND SUPPLIES USED IN INSTITUTIONS! 


With the mntveguiilen “i INSTITUTIONS iiss cata. = 
pes of products 
required in the operation and maintenance of hotels, hospitals, _ 


LOG DIRECTORY, manufacturers of all 


_ schools, restaurants and similar institutions, now have the o 
taghee cnt of placing their purchasing and specification data 
in convenient, easy-to-use | tai before all 
_ factors in this field. 


Long in the process of development, INSTITUTIONS Maga- | 
_ zine CATALOG DIRECTORY will place before these key men | 
_ and women the kind of ready-reference material that will 
= aioe of greatest assistance to them in conducting their daily — 


uying activities. A comprehensive volume in every respect, 
_ conceived and eg ye by an organization with a long and 
_ successful record in field of catalog and director 


prepa- 
ration, INSTITUTIONS Magazine CATALOG DIRECTORY wil will cit 
_ perform a vital service in a vast market of mass consumers. | 


; i limited amount of space in this first annual edition of 


STITUTIONS Magazine CATALOG DIRECTORY is being 
ocessors. Detailed 
ratet,. bi be a. 


made available to manufacturers and 
_ information including — 
. on — al ae : 


wise 


(\ pverTisine LI ea: 


mportant baptie ‘ 


BRIEF FACTS ON INSTITUTIONS ef 
‘Magazine CATALOG DIRECTORY — 


_ PURPOSE—To what institutional buyers 
piek epterenae agg all 


and specifiers w 
information. — 


| CONTENTS—1. Menstecturers' tadivideal : 
Catalogs. 2. Installation and specification — 
_ data on institutional operations. 3. Classi- 


fied Directory of all known products having 


@ direct institutional application, cross-in- 
_ dexed for simplification of use. 4. Trade — 
Name Directory identifying manufacturers — 
_ by brand name. 5. Manufacturers’ Name and — 
_ Address Directory with up-to-date listing of — 
manufacturers serving the institutional field — 


COVERAGE—The 1946 Edition of INSTITU. 
TIONS Magazine CATALOG DIRECTORY will _ 
be directed to the buying factors in Hotels, — 
_ Restaurants, Schools, Hospitals, Clubs, Col- 

= leges, Public Institutions, Office Buildings, 
_ Industrial Cafeterias, Railwa 


Steamship Lines, Airlines, Motels, Veterans 


Hospitals and ree s of iar seckates 


sghout the 


ot 1 


DIRE C TORY | 
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“A VITAL MESSAGE 


TO MANUFACTURERS OF ALL TYPES OF 
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Sales Training 
Methods Outlined 
in Dynner Book 


Chicago, Dec. 14.—“Successful 
Sales Training,” by Eugene Dyn- 
ner, vice-president in charge of 
sales of Globe Industries, Day- 
ton, O., has just been published 
by Advertising Publications, Inc. 
Based on a series of articles pub- 
lished in Industrial Marketing, 
Mr. Dynner’s timely book covers 
all aspects of the problem of 
selecting and training salesmen 
for effective field work. 

After discussing the basic prob- 
lems involved in the task of 
building a successful sales organi- 
zation, Mr. Dynner provides prac- 
tical help in the actual training 
program. Under the subject of 
“Training Tools,” for example, 
he discusses training scripts, sales 
manuals, easels and blackboards, 
functional charts, pictures and 
diagrams, samples and models, 
screened projections, sound re- 


cordings, books and bulletins. 

In discussing the moot question 
of selecting salesmen on the basis 
of the sales manager’s individual 
judgment, versus more exact 
methods, the author says, “I am 
no advocate of mystic rigamarole 
or trick systems in business, but 
I believe a more scientific approach 
to personnel selection is much 
needed in the selling field, espe- 
cially in smaller organizations.” 

The book consists of 174 pages 
and sells for $2. 


Bristol-Myers Names 


Frost to Ad Dept. 


Donald S. Frost, for the last 
three years in the Navy, and pre- 
viously with Young & Rubicam. 
New York, as head of the market 
research department and in the 
traffic division, has been namec 
assistant director of advertising 
and market research for Bristol- 
Myers Company, New York. 

Prior to his connection with 
Y&R, Mr. Frost was in the sales 
divisions of International Busi- 
ness Machines Corporation and 
Owens-Illinois Glass Company. 


Newspapers Query 
Admen on ‘Musts’ 
in Market Studies 


Minneapolis, Dec. 12.—In an 
effort to develop a more standard- 
ized pattern for newspapers to fol- 
low in conducting consumer re- 
search projects, the Newspaper 
Advertising Executives Association 
has launched a detailed study to 
discover what type of data should 
be gathered in such survey. 

The study is being conducted 
with the cooperation of the Asso- 
ciation of National Advertisers, 
American Association of Advertis- 
ing Agencies, and American Retail 
Federation, and questionnaires are 
being sent to the members of these 
‘roups, as well as to all NAEA 
members. 

“It has been impossible, up to 
now, to compare any two con- 


Advertising Age, December 17, 


sumer surveys, because each has 
been conducted on a _ different 
basis or with different criteria,” 
S. G. Howard, advertising director 
of the Minneapolis Star-Journal 
and Tribune, who is chairman of 
the NAEA market research com- 
mittee, explained. “As a result, ad- 
vertisers desiring information on 
any two cities where such news- 
paper surveys have been made 
have been unable to obtain com- 
parable pictures. 


Will Analyze Problem 


“We have asked those filling out 
the questionnaires to indicate 
which they consider ‘must’ ques- 
tions; that is, to grade the useful- 
ness of the questions to them. In 
this way we hope to determine 
what questions would constitute a 
minimum questionnaire to do a 
reasonably worth while research 
job ... We believe a basic pattern 
will do a great deal to prevent 
confusion. The questionnaires now 
in the mail constitute the first 
step in our study of consumer mar- 
ket research.” 


. . « the world’s largest seaport with 578 miles of water- 
front where the largest ship afloat can dock less than a 
mile from midtown. Any six other world ports could be 
dropped into New York harbor. It would take eight days 


for a 10 knot vessel to visit its ins and outs. 


10,000 


vessels enter and clear New York's harbor every year. 


7. he, 


ie 


1945 


The ideas and suggestions 
be tabulated by R. L. Polk & Co 
Detroit, and the results wil! 
made available to all intereste 


ed 
groups. The questionnaire being 
used is a 12-page printed bool:\et. 
divided into two sections: the ‘rst 
deals with techniques and mech :n- 
ics of consumer market studies ng 
the opinions of advertisers «ng 


others on the validity and use!\]- 
ness of various types of studies: 
the second is detailed study of the 
questions that should be asked ang 
the subjects that should be coy- 
ered, such as composition of fam- 
ily, brand preferences, appliance 
ownership, etc. 


Newsprint to Go 


on Free Market 


Washington, Dec. 13.—Civilian 
Production Administration Chief 
John Small will accede to the rec- 
ommendation of the newspaper in- 
dustry advisory committee and end 
government control of newsprint 
Dec. 3i, it was learned today. The 
decision, however, probably will 
not be announced until next week, 

Although Col. J. Hale Steinman 
reported that newsprint supplies 
are now only about 90% of 1941, 
and no improvement can be ex- 
pected until the latter part of next 
year, Mr. Small will not retain 
the restriction in the face of in- 
dustry opposition. 


‘News’ Promotes Three 


John J. Purcell, for 15 years 
with the New York News adver- 
tising staff, has been appointed 
manager of the new merchandis- 
ing department. Mr. Purcell, who 
was formerly in charge of national 
groceries advertising, became 
merchandising counsel for the 
paper during the war. Seward 
Davis, for two years western ad- 
vertising office manager in Chi- 
cago, has returned to New York 
as eastern manager of national 
advertising. He will be succeed- 
ed in Chicago by his assistant 
manager, Richard E. Tincher. 


Promotes Dental Cream, 
Perfume in Magazines 


Scarlet Dental Cream Company, 
New York, affiliate of Ravel Per- 
fumes, Inc., is using black-and- 
white pages in Glamour, Harper’s 
Bazaar, Mademoiselle, The New 
Yorker, Town and Country and 
Vogue to introduce Scarlet Red 
dental cream in rose peppermint, 
strawberry peppermint, mandarin 
peppermint, and plain peppermint 
flavors. Radio will be used later. 

Ravel Perfumes has appropri- 
ated $100,000 for color-page per- 
fume advertising in the same 
magazine list during 1946. Roy S. 
Durstine, Inc., New York, handles 
both accounts. 


Mactadden Promotes 


Sol Himmelman, for four years 
assistant circulation director of 
Macfadden Publications, Inc., New 
York, has been promoted to the 
newly-created position of circula- 
tion manager in charge of news- 
stand sales. Except for two and a 
half years as assistant circulation 
manager of Look, he has been 
with Macfadden since 1931. 


WHTD Adds Mutual 
Station WHTD, Hartford, Con:., 
has added the program facilities 
of the Mutual Network and of 
Mutual’s Yankee Network, which 
operates the 5,000-watt station. 
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We’re not selling chairs and we’re not suggesting that re- 


turning veterans have to make a chair before they can sit 


down. But we do mean this: 


t 
m 
| 


Servicemen, all over the world, have shown an amazing 


ability to contrive convenient and useful things. They‘ve 


\\\ / \ 
\ 


+r 


made bug-traps, streamlined jeeps to look like cars of the 


future, found novel ways of mending their torn trousers, 


made cigarette lighters from bullet casings, and a million 


other things. That's why we say, they’Il be glad to find 


plans like these in Mechanix Illustrated when they get back 


home. They'll want to make things, useful things. Plans for 


this Windsor Chair were in the September issue, of 


Mechanix Illustrated. 


AY ; > 


The war sort of messed up his fishing plans — and his old 
boat has either rotted away or gone to sea on its own. 
Here’s a simple contrivance, to be used in making round- 
bottomed boats instead of the old, awkward V-bottom 
type. He'll find out how and how simple in the September 
issue, 1945, of Mechanix Illustrated. 


5 FT. LENGTH OF 
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HEAVY STRAP 
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OLD DOMESTIC 
HOT WATER BOILER 


~~ BRICK OR 
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‘ THE NEWS” 


\ omen ILLUSTRATED is being bought, read, and used 


conscientiously by hundreds of thousands of America’ 


coupon-clippers. Servicemen who’ve found that their hands can 


be used to make useful, time-saving things, are coming home 


with a new liking for things mechanical. They’ve found a life 


interest. These “neighborhood experts” are going to rely on Mechanix 
‘lustrated with its exclusive stories, illustrations in 4 colors, and 
s reporting of what’s new in mechanics and science. Reach — way 
head — this energetic market with energetic advertising today — 


nd sell for tomorrow in Mechanix Iilustrated. Now’s the time! 


FAWCETT PUBLICATIONS, INC. 


295 MADISON AVE.,.N. Y. 17, N. Y. WORLD’S LARGEST PUBLISHERS OF MONTHLY MA 


_ MAGAZINE > 
_ THAT GIVES. 
_ MEN IDEAS” 


s busiest 


-long 


GAZINES 


| sical — ——a 
1, 1945 Saeeeeeee 4 3 3 i + a 2 a x 
ms will e an |_| x N {itt | | | . 
ac Ye Win S Seance cS aceeennee2esceeceeee\GLSaZeeee)|| 
wis be /Y VA— VAMAHAA/ _ Ss va | | | 
ter: te | : 
2 Deine / aan | 
=) bay AH 
the ‘rst ye 
Beehan. eeanre a 
oe an anaes : 
ae seessiii) 

eful. u 
fe WEA et ares ; 

f tl} ’) TT UY tT TM Ka ; 
ce | oA HAHAH Reo 
= 0 cr 
coo MS SNBLE =\ Waa | ae 

eee SSR LTA oe , | 
SeSEEEEE? jana ansnmav/eummnn SORE SEEG 
ee } | 
————— SS ) acson) 
SSSS000'.- 25559) WERRRY (SES SSel SeeeS =e) 
eee S088 2 mance SE fH ee | 
SRS C0T dees ee ee 
eee SOS008)// SRR R8\ Gee Se - 
ne i A A a 
Hee ee e 
ee al tetbe ttt Pore | 
ee a REESE EE 
SECRUATSRREDE WHE cRRSSS REAR: 
re =f LE eee i ee ee , 
7 re 
ad Ea a, "4 
eevee t | et i 
004, Wt whom hy a ; 
ews nen 
BENT FRAME 7 
CLAMP | H 
‘ ne = aa _— 
) Zea “SQL 
; ee % 
7 Y 
FORM~- | . 
: i cet 
> years en 
tor of 
.» New 7 
to the | 
ircula- 
news- 
eee ’ _— = 
at a ae ’ 
nd 0 a 
i M37) 
ion. a aT - } 4 
= - STH . 1 #l) Hf S 
' 19° st | a 
yr SS 
Ait a No ee 
Se PASTE OAR Wop | 
_ 


Order Your FM 
Station Now, Is 
Senator's Advice 


Washington, Dec. 11.—Sen. Glen 
Taylor (D., Idaho), the former 
“Singing Cowboy,” urged small 
business men to consider FM radio 
as a practical business possibility 
in presenting a special report this 
week from the FCC economics 
division to show that “the cost of 
equipping a station is far less than 
most people realize.” 

The FCC figures, offered as a 
report of the Senate small business 
committee, demonstrated that 
technical equipment for a 250-watt 
FM station runs from $6,400 to 
$14,500, with a median of $9,500. | 


The median for 1,000 watts is 


$15,000; for 3,000 watts, $18,000; 


10,000 watts, $27,000, and 50,000 
watts, $80,500. 

“Although other expenses such 
as real estate, studio, furniture 
and construction must be met 
before a station is ready to go on 
the air,’ Senator Taylor said, 
“this low cost for the static-free, 
high - fidelity FM transmitting 
equipment means that it is pos- 
sible for ownership in FM to be 
widely dispersed.” 


Urges Quick Action 

He expressed the hope new- 
comers would make prompt ap- 
plication, warning that “in some 
communities the number of ap- 
plicants already exceeds the num- 
ber of frequencies available.” 

Manufacturers say that for 


|orders placed currently, they ex- 
pect to make deliveries of 250- 
watt transmitters in June, 1946, 
and other sizes in April, May and 
July of that year. 


Opens Chicago Office 

Sutton Publishing Company, 
New York, publisher of Electrical 
Equipment and Metal - Working 
Equipment, has opened a Chicago 
office at 307 N. Michigan Ave. 
under the direction of Frank D. 
Thompson Jr. Mr. Thompson will 
be Sutton’s western manager, re- 
placing C. A. Wardley. 


Lazarus Names Spadea 


F&R Lazarus Company, Colum- 
bus department store, has named 
Spadea Advertising Agency, New 
York, to handle an institutional 


campaign. 


Advertising Age, December 17, 945 


Gill Joins Stief 


Frederic W. Gill Jr., formerly 
in the promotion division of 
Ladies’ Home Journal, Phila- 
delphia, has been appointed vice- 
president of Harvey G. Stief, Inc., 
Cleveland, designer and manufac- 
turer of merchandising displays. 


Storm to Station WOW 


Harold Storm, formerly promo- 
tion manager of WNAX, Yankton, 
S. D., has joined the staff of WOW, 
Omaha, as assistant to Bill Wise- 
man, promotion chief. 


Hutzler Appointed 


Standard Radio & Electronics 
Products Company, Dayton, O., 
has placed Hutzler Advertising 
Agency, Dayton, in charge of its 
advertising. Trade and consumer 
publications will be used. 
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Buy Victory Stamps from your newspaper boy 


Loose-Wiles Plans 
New Campaigns 
Despite Shortages 


(Picture on Page 63) 


New York, Dec. 12.—Despite the 
fact that it is impeded by the con. 
tinuing sugar shortage, Loose. 
Wiles Biscuit Company is planning 
1946 campaigns for Cheez-It, Sun- 
shine Krispy crackers and Hi Ho 
crackers keyed to expected post- 
war competition. 

Cheez-It will be reintroduced 
with a 24-sheet campaign mostly 
in major markets, while copy for 
the two brands of crackers wil] 
be revised with new themes to in- 
clude a greater number of selling 
points and will run in approxi- 
mately 600 newspapers, The 
American Weekly, Look, Parade, 
the Metropolitan Group and This 
Week Magazine. 

Anticipating the increased com- 
petitive situation which will arise 
after the sugar shortage is allevi- 
ated, Loose-Wiles and Newell- 
Emmett Company, New York, the 
agency, have devised new themes 
for the Krispy cracker and Hi Ho 
campaigns. Both copy themes are 
designed to include several prin- 
cipal selling arguments and still 
retain reader interest. 

Krispy crackers will use quiz 
advertisements featuring movie 
actresses, one of which is cCap- 
tioned “Merle Oberon, you're a 
queen on the screen . . . but—are 
you a whiz or a fizz on a quiz?” 

Hi Ho will use the “inquiring 
reporter” technique built around 
the question: “Do you raid the 
pantry at bedtime?’ Candid pho- 
tographs of representative people 
with answers to the question will 
lead to the campaign § slogan, 
“Pantry raiders all over the coun- 
try are turning to Hi Ho for finer 
flavor.” 

Both the Krispy and Hi Ho cam- 
paigns will be in full color. 


Maxon Names McKay 
Executive Vice-President 


Hugh McKay, formerly associ- 
ated with the Institute of Public 
Relations, where he organized the 
Brand Names 
Research Foun- 
dation and 
acted as adver- 
tising director 
of Brewing In- 
dustry Founda- 
tion, has been 
named execu- 
tive vice-presi- 
dent of Maxon 
Inc., with offi- 
ces in New 
York. 

Before joining 
the institute, Mr. McKay was ad- 
vertising director of Colgate- 
Palmolive-Peet Company, and was 
in charge of C-P-P advertising in 
a dozen European countries. Ear- 
lier, he served as general manager 
of the New York office of Joseph 
Katz Company, and for nine yea's 
was in charge of the copy depar'- 
ment of Lord & Thomas, Chicago. 


Hugh McKay 


Irving-Cloud Ups Two 

N. McKay Kneisly has _ been 
made a director, along with his 
duties as vice-president and ger - 
eral manager, of Irving-Cloud 


This is about a city, with emphasis on 
its ability to buy things. Name of city: 
Philadelphia. Size: third largest in the 
U.S. Population 3,844,960.* 


Money spent on food (since the stage 
is set with the makings of a turkey sand- 
wich) is a good index to purchasing 
power, and Philadelphians buy more 
than 5000 tons of food per day. 


Money not spent on anything (at the 
moment) is also a good indication of 
power to buy, and Philadelphians have 
been saving, as well as spending — 
laying aside a sizable amount for a 


great variety of articles and wares 
“soon to be available.” 


Another very important index to this 
market is where and how the people 
live. More of them live in individual 
homes than in any other large city. 
Interpret this in purchasing power to 
mean a willingness to buy the variety 
and quantity of items associated with 
the family dwelling. 


This is a quick, sketchy picture of one 
of the nation’s top-bracket markets. 
How do you reach this market is the 
next thing. Answer: One newspaper 


is read daily by nearly 4 out of 5 
Philadelphia families. 

The newspaper is The Philadelphia 
Evening Bulletin. It goes home in this 
city of home lovers. It has a circulation 
beyond 600,000, the largest evening 
circulation in the country. It is the daily 
shopping guide of Philadelphia. 


“Philadelphia and its natural trading area. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


Publishing Company, Chicag 
Louis Scheuerle, manager of the 
eastern office, with headquarters 
New York, has been named vicr- 
president and director. 


Photostat divisions 

540 N. MICHIGAN AV 
185 N. WABASH AVE 
410 N. MICHIGAN AV 
111 £. DELAWARE PL 


Photography 540 N 
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In the ring, he’s called a “Natural’’—the fighter who out- 
maneuvers his opponent, skillfully feints him into position and 
finally plants a Sunday Punch for a knockout. 

In selling, he’s called a ‘smart merchandiser’ — the man who knows where 
his best markets are, and, what’s more important, knows how best to reach 

those markets. 


The smart merchandiser plants his story with a Sunday Punch in 

America’s first three markets by using the heavy-hitting combina- 
tion of FIRST 3 Markets Group— (1) highest reader traffic through 

rotogravure and colorgravure, and (2) highest coverage and highest mer- 

chandisability through the New York Sunday News, the Chicago Sunday 
Tribune, and the Philadelphia Sunday Inquirer — each first in circulation and 
display advertising volume. 


FIRST 3 delivers a Sunday Punch with its 66.8% family coverage of 
the three metropolitan areas and with its strong coverage in hun- 
dreds of cities and towns in its greater market area. The families in 

this greater area spend 40.1% of the total U. S. retail dollar and 42.4% of the 

total U. S. food dollar. 


Correct coverage deficiencies of other media in these three vital markets by 
supporting your national advertising campaign with FIRST 3’s Sunday Punch. 
Total circulation more than 6,200,000. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Rere RAUVURE @ Colors LAVULE 
ti 


THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, VAnderbilt 6-4894 « Tribune Tower, 
Chicago 11, SUPerior 0044 © 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Victor-Victrola 
Gives Its Brand 
Name a Hard Push 


Camden, N. J., Dec. 14.—Victor- 
Victrola, the famous trademark 
created by the Victor Talking Ma- 
chine Company many years ago, 
and now the property of the RCA 
Victor Division of the Radio Cor- 
poration of America, is again being 
given a prominent place in the 
company’s advertising and mer- 
chandising plans. 

Along with the use of the term 
on all combination radio-phono- 
graph sets manufactured by the 
company, the famous trademark 
of RCA Victor, consisting of the 
fox terrier listening to “His Mas- 
ter’s Voice” on the phonograph, is 
likewise being given enlarged po- 
sition in the advertising, reminding 
young and old of the ownership of 
this patented trademark and the 
Victor-Victrola designation by 
RCA Victor. 

Like many other manufacturers 


who have found to their dismay 
that they have lost their exclusive 
rights to trade names which have 
come into generic use, RCA is 
conscious that use of the term 
“Victrola” by many people to 
identify any combination phono- 
graph-radio set may endanger its 
ownership rights in its patented 
trademark. Hence the decision to 
identify all such combination sets 
as RCA Victor-Victrolas, and to re- 
store the use of the name in all 
advertising addressed to the pub- 
lic and the trade. 


Started with Posters 


First evidence of the change of 
policy was a 24-sheet poster which 
appeared on the boards throughout 
the country in November, fol- 
lowed later by black-and-white 
pages in the magazines. All other 
advertising and promotion will 
now be keyed to the new idea, and 
it may therefore be predicted that 
the Victor dog and the Victor-Vic- 
trola trademark will again become 
as familiar to the public as in pre- 
vious years. 


AT&T Plans Inter-City 
Television Network 


The American Telephone & 
Telegraph Company has_ an- 
nounced plans to provide a $500,- 
000 chain of microwave radio re- 
lay stations between Milwaukee 
and Chicago, to handle television, 
AM radio programs and long dis- 
tance telephone calls between the 
cities. 

Three relay stations will be 
built for the system about 25 
miles apart, with reception ter- 
minating at the Illinois Bell Tele- 
phone Company’s long distance 
center in Chicago and the Wis- 
consin Telephone Company’s long 
distance building in Milwaukee. 


ESSO Plans Xmas Show 


Standard Oil Company of New 
Jersey and affiliated companies, on 
Dec, 25, Christmas Day, will spon- 
sor a one-hour Christmas greeting 
program on the full MBS network, 
the program to be shortwaved to 
seven overseas points. The pro- 
gram, with Bill Slater as m.c., will 
be heard 10-11 a.m., EST. Agency 
is Marschalk & Pratt, New York. 


paar 


At the American Association of 
Advertising Agencies’ Central 
Council meeting, Chicago, Dec. 11, 
with reference to the operations 
of the War Advertising Council 
and its continuance as a peace- 
time instrument of public service: 


These three things are, I think, the 
most important lessons that we can 
extract from our war experience: the 
lesson of how great is the total power 
of advertising when all the forces in 
it combine; the lesson of how effective 
a contribution it can make to the solv- 
ing of some of our most important na- 
tional problems; and the lesson that 
for a business, as for an individual, 
the best public relations is public serv- 


Gs 6 

With all these considerations before 
them, your directors were forced to 
conclude that the War Advertising 
Council had brought into existence a 
set of values which could not be al- 
lowed to lapse, which were as valid for 
our and the country’s needs in peace 
as in war, and which perhaps had 
within them the germs of a new, 
democratic solution of some of the 
problems of modern society. 


In ITS editorial concept, HOLIDAY is entirely unlike any other magazine published. 


It embraces the whole broad field of leisure-time recreation, whether it be travel, 


sport, games, sight-seeing, hobbies or fun at home. 


HOLIDAY will not be a travel magazine in the ordinary sense; although it will 


sft deal with all forms of travel as holiday adventure and as a means of getting to 


“ places where people want to go. 


The spirit of HOLIDAY can best be summed up as making the most of leisure hours, 


as bringing a broader vision and keener enjoyment to the recreational side of life. 


In this respect HOLIDAY will be a service magazine. It will combine information 


with entertainment. It will suggest places to go, things to see, what to take and wear. 


It will advise of interesting things to do within range of a week-end or afternoon. 


Above all, HOLIDAY is designed to be a fascinating magazine to read. It will 


bring to roving-minded America an unending picture of the world beyond hori- 


zons near and far, both guide and stimulation to healthful adventure. 


First issue of HOLIDAY will reach Charter subscribers and be sold on news- 


stands on February 20. The price will be 50 cents per copy; $5 a year. 


Charter subscriptions at $4 per year are now being accepted. 


Information regarding HOLIDAY may be obtained from HOLIDAY representatives in each Curtis Advertising Sales Office. 


THE CURTIS PUBLISHING COMPANY, INDEPENDENCE SQUARE « PHILADELPHIA 5, PA. 


Hirsch & Waterston is the agen‘) 
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Acting on that belief, they proc., 
to draft a plan outlining how s 
peacetime organization might Ne. 
tion, and submitted it to all the . 
soring groups. This plan has now 
approved by all these groups ar 
operation underwritten. The War Aq. 
vertising Council passes into history 
and The Advertising Council carries 
on. 

JAMES W. Younc, 

Senior Consultant, J. Walter 

Thompson Company; Chairman. 

The Advertising Council. 


I think the advertiser should rea)ize 
that advertising which also performs 
a public service will enable him to 
first of all, sell more of what he want. 
to sell because it should be equally as 
good or better advertising, from my 
experience. / 

Second, he'll do two things at once: 
both the necessary selling and a public 
relations job. 

And third, he’ll help maintain his 
indispensable tool—advertising in high 
public favor. And God help the en. 
terprise system without advertising! 

CHARLES G. MORTIMER Jr., 

Vice-president, General Foods Cor- 

poration; Chairman, Executivé 

a The Advertising Coun- 

cil. 
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At a meeting of the American 
Marketing Association in Indian- 
apolis, Dec. 10: 

The great secret of progress jn 
America is dissatisfaction. And mar- 
keting, selling and advertising, by con- 
stantly creating new desires and by 
constantly stimulating productivity 
transform American dissatisfaction into 
dynamic action. Without new horizons 
of wants and desires, without an urge 
to productivity, no people can progress 
very far toward a better world. 

DONALD M. Hopart, 

Manager of Research, Curtis Pub- 

lishing Company ; President, Amer- 

ican Marketing Association. 


Deferred demand in itself will not 
make sales. . Production is not 
enough. Informative advertising and 
dynamic selling are essential. . . Prod- 
ucts are sold, not bought. 

EARL BUNTING, 

President, O’Sullivan Rubber Com- 

pany; Chairman, Marketing Re- 

search Committee, National Asso- 
ciation of Manufacturers. 


The number of families in th: 
United States grew from 20,255,555 in 
1910 to 36,783,000 in 1945—an in- 
crease of 81%. At the same time, na- 
tional income rose from $28.16 billion 
to $156 billion—an increase of 454% 
and the average weekly earnings of 
those in-industry rose from $11.53 to 
$50.41 for the first half’ of 1945, an 
increase of 337%. 
EVERETT R. SMITH, 
Director of Research, Macfadden 
Publications. 


Starts Atom Agency 


J. I. Bernstein, recently released 
from the Army, has opened Atom 
Advertising Service at 475 Fifth 
Ave., New York. Among accounts 
Mr. Bernstein has announced are 
Precise Electronics, Inc., New 
York, which plans a campaign 
early in 1946 for Tinkletone 
radios; Electric Coding Machine 
Company; Darcy Export Company, 
for industrial advertising in South 
American publications, and Yukon 
Trading Company, New York. 


Maps $500,000 Drive 


Electronic Corporation of Amer- 
ica, New York, is planning 4 
$500,000 initial campaign on radios 
for 1946, with business papers, 
radio, cooperative newspaper «d- 
vertising and dealer helps all ‘n- 
cluded in campaign plans. R2»y- 


Just Oui! 
The Who, Whe 
When, and Hew 
of Public Re 
tions. Directo 
Calendar 
Events 
Articles. 
1945-1946 
Edition, inclu 
ing supplemer 
and _ unlimite 
informatio 


service. 
Sq 


“A magnificent book ...a one-volum 
library of public relations, facts an 
methods.”’ 
order today 


Public Relations Directory and Yearbook, In 
82 BEAVER STREET, NEW YORK 5, N. 
HAnover 2-9462 
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Don’t miss California’s 


BILLION DOLLAR VALLEY OF THE BEES 


wo you knowingly pass up a market that ranks as. the 
‘sixth city of the U.S.”? That’s the spot earned by California’s 
great Valley of the Bees . . . where Effective Buying Income has sky- 


rocketed to 134 billions! 


Per capita retail sales top the national average by 34%, ... in 
actual dollars, exceed San Francisco’s total by 300 million. Four of 
the country’s five wealthiest farm counties are in the Valley of the 
Bees. Yet manufacturing and wholesaling each contributes a great 


share of that 134 billion EBI.* 


Notice on the map at the right where this affluent area lies— 
well inland in California. So prosperous Valley people have great 
faith in their /ocal papers. That’s why advertising dollars shrewdly 
planted in the McClatchy newspapers grow bigger results. In the 
Billion Dollar Valley of the Bees, you talk to more people through 
The Sacramento Bee, The Modesto Bee, The Fresno Bee. 


No Reconversion Problems in the Valley 


War spending only accelerated the normal growth 
of industry and agriculture in the Valley. But no 
part of that whopping EBI came from the building 
ec of ships, tanks or airplanes. Sacramento, Modesto, 
A 5 Fresno—all parts of this inland empire—prosper 
& on the goods of peace. And in this flourish- 
ing region, only the McClatchy newspapers 
can deliver the coverage you need. 


*Sales Management's 1945 Copyrighted Survey 
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MCCLATCHY: NEWSPAPERS 


. O'MARA & ORMSBEE, INC. 
Chicago e 


National representatives . . 


New York « Los Angeles « Detroit « San Francisco 
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American Net to Move 
Five Chicago Offices 


Five departments of American 
Broadcasting Company’s central 
division, Chicago, will move from 
the Merchandise Mart to new 
quarters in the Civic Opera build- 
ing, 20 N. Wacker Dr., during the 
last week of December. 

The new offices, occupying 10,- 
000 square feet on the 16th floor 


READERSHIP 


All articies in Agricultural Leaders’ Digest 
are contributed and signed by men and 
women leaders in Agriculture and Home 
Economics. Thru such exchange of experi- 
ences these field leaders can better serve 
and advise 60,000,000 farm people on 
newest methods and equipment for improve- 
ment of farms and farm homes. To sell your 
products to farm people it's more economical 
to first sell the farm leaders on the advan- 
tages of your product. 


AGRICULTURAL 


LEADERS’ DIGEST 


139 WN. Clark St., Chicago 2 


of the building, will house Amer- 
ican’s executive, station relations, 
public service, legal, publicity, 
sales promotion, research, net- 
work sales, co-op sales, and na- 
tional spot and local sales de- 
partments. Remaining at the Mart 
are American’s engineering and 
programming departments, to 
serve the network’s studios on the 
19th floor of the Mart. 


Three Join Harrison 


Jill Berryman, Ambrose Ken- 
nedy and Bruce Knight have 
joined Lester Harrison, Inc., New 
York, as merchandise counsel and 
account executive, art director, 
and art buyer, respectively. Miss 
Berryman was formerly merchan- 
dise counsel for the woolen and 
worsted division of Pacific Mills, 
New York, and Mr. Kennedy was 
formerly with Sterling Advertising 
Agency, New York. 


Miles Leaves Maxon 


Dr. Lester F, Miles has resigned 
as account executive with Maxon, 
Inc., New York, where he worked 
on the General Electric electronics 
department account. His plans 
will be announced soon. 


Peanut Council 
Sets Next April 


for lst Campaign 


Atlanta, Dec. 11.—The National 
Peanut Council has approved a 
tentative budget for an _ undis- 
closed amount to cover a maga- 
zine advertising campaign sched- 
uled to break no later than April, 
1946. Copy will appear in gen- 
eral and women’s service pub- 
lications in black and white and 
color through September. 

The council last year announced 
it would spend $230,000 yearly on 
general magazine, radio and busi- 
ness publication advertising (AA, 
Aug. 28, °44), but held up this 
program indefinitely pending eas- 
ing of war demands for peanuts 
and peanut products. The 1946 
campaign, if realized, will mark 
the first advertising for the group. 

The council has been engaged 
in a publicity and public relations 
program, for which $35,000 was 
appropriated last year, and has 
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authorized a similar amount for 
research. J. Walter Thompson 
Company, New York, is_ the 
agency. 


Two Name McGillvra 


WCED, Du Bois, Pa. CBS 
affiliate, has appointed Joseph 
Hershey McGillvra as _ national 
representative. Station WPIK, 
Alexandria, Va., which went on 
the air Dec. 1, also has appointed 
McGillvra as national representa- 
tive. 


Becomes ‘Sun Chemical’ 

General Printing Ink Corpora- 
tion, New York, has changed its 
name to Sun Chemical Corpora- 
tion. General Printing Ink Com- 
pany and A. C. Horn Company, 
paints, varnishes, etc., become di- 
visions of Sun Chemical. 


Altman Joins Cairns 

Alberta Altman, for two years 
with the OWI in Washington and 
formerly engaged in public re- 
lations work in Minneapolis, New 
Orleans and Chicago, has joined 
the public relations staff of John A. 
Cairns & Co., New York. 


The Nation’s Achieve- 


ments in 1945 


Brought Peace to a 
Warring World. 


The Arvey Achieve- 


ments in 1945 


Bring Higher Stand- 
ards to Point of Pur- 


chase Displays. 


METAL 
PAPERBOARD 


PLASTIC 


a The faising of our 
e Flag over IWO 
Ne JIMA marked the 
: beginning of the 
end for Japan. 


Have 


1945 


world at Peace is binding up its wounds, resolved that never again 
shall these forces be permitted to threaten the very foundations 
of civilization. 


Will 


has seen the most devastating war in History end 
in total Victory over the forces of oppression. A 


1945 has indeed been a year of achievement for the ARVEY organi- 
zation. The Chicago plant received the Army-Navy “E” award. 
The Jersey City plant was awarded the second and third of the 


three stars that now grace its “E” Flag. ARVEY plants are again 
in peacetime production. And out of ARVEY service to the nation 


have come seasoned experience and greater facility for service to 
ARVEY customers. 


With this year of great achievement already part of history, we 
pause on the threshold of 1946 to wish you 


1 SHerry Christmas 


CHICAGO ° 


DETROIT + 
INSIST ON ARVEY QUALITY 


‘ ri ; pe 
wo a BWappu Netu Wear 


ARVEY CORPORATION 


JERSEY Cir y, 


Ii 


Is Your Name on Our Mailing List? Write Today for New Booklet on Point-of-Purchase Advertising. 


Sylvania Predicis 
18,700,000 Sale 
of Home Radios 


New York, Dec. 11.—An imme. 
diate market for 18,700,000 home 
radio sets was predicted last wee, 
by Frank Mansfield, director o; 
sales research, Sylvania Elecirijc 
Products, Inc., from a nationwide 
survey. 

Sixty per cent of present s¢ 
owners plan immediate purchases. 
Mr. Mansfield said. Between \-fF 
Day and V-J Day ‘people became 
slightly more conservative in their 
ideas about the purchase of post- 
war sets, but there is still a large 
and important market,” he said. 

Sylvania has found a trend to- 
ward the increasing use of radios 
in different rooms in each radio 
home, Ke explained, which may 
increase market saturation points 
from two to five times. 


To Promote Testament 

Thomas Nelson & Sons, New 
York publisher, has appointed 
Wertheim Advertising Associates 
to handle a magazine, newspaper 
and religious paper campaign for 
“The Revised Standard Version of 
the New Testament,” to be pub- 
lished in February. 


Le Roi Promotes Two 

Arthur A. Ladwig has been 
named vice-president in charge 
of manufacturing and John M. 
Dolan vice-president in charge of 
sales of Le Roi Company, Mil- 
waukee, maker of gas engines 
Mr. Dolan has been general sales 
manager since 1943. 


Tierney Promoted 

Regina Tierney, merchandising 
counselor on product and pack- 
aging development for Affiliated 
Products, New York, cosmetic 


division of American Home Prod- 
ucts, has been named advertising 
director of Affiliated. 


Every day, deep in Utah mountains 
men and machines are tapping rich 
and almost inexhaustible coal de 
posits. Average prewar productior 
was 4!/2 million tons a year. The 1944 
production was 7,206,107 tons. The 
market extends throughout Utah anc 
all states west. Coal mining is just 
one of Utah's basic industries that 
support a dependable and alway 
active buying power among Utahn: 


Local Advertisers 
Know 
KDYL Brings Results 


Business is better in Utah becaus: 
of coal . . . and business is bette 
for KDYL's local and national adver 
tisers because this is the statio: 
people naturally tune in for favorite 

it — shows anc 
grat ocal features. Listen 
> ae ers plus showmanship 
hed bring results. KDYL 

: has both. 


National Representative: Joho Blair & Ce. 
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PROFITS FR 
OM 
AUTOMOTIVE Digest 


70.005 paid today and still growing. 
$5.500 total coverage. 


© Large page size—7’x 10” page size. 


os) Lowest rate per thousand of any paid circulation publication. 


Editorial leadershin. 


Departmentalized editorial format—something for every new FREE booklet 
ia ‘ describing the fertile 
reader every month. $3,000,000,000 il 
independent service ie 


An unbeatable combination to reach the fertile indepen- 


dent market. 


— Bs Pp. Sheer: eas ee Soe ee ee ns ae ’ 
NEW YORK CHICAGO ae DETROIT LOS ANGELES CINCINNATI i 


Room 2007 Paramount Bidg., 1501 Broadway ; Board of Trade Bidg., 141 W. Jackson Bivd. 6432 Cass Avenue 403 West 8th Street 22 East 12th Street 
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Norge Speaks for Bedeviled Business 


A little over a week ago Norge 
Division of Borg-Warner Corpora- 
tion ran a full-page ad in Mus- 
kegon, Mich., papers. This ad 
says so clearly what needs so des- 
perately to be said that it deserves 
repetition in this space. 

* ok * 
Wuat Lasor’s NEw ATTITUDE 
MEANS TO NORGE 

Now that the strikes which 
halted production in both Norge 
Muskegon plants for so long, have 
ended, and work has been resumed, 
the statements attributed to an 
officer of one of the local Norge 
unions are indeed heartening. This 
officer is quoted as saying: 

“Norge rates compare favorably 
with any refrigeration plant in 
the United States. Now we’re go- 
ing to wipe the slate clean, get a 
fresh toe hold and show Norge’s 
competitors just what is meant by 
production.” 

If these statements are repre- 
sentative of the feelings of Norge 
employes, and Norge believes they 
are, they are the most reassuring 
thing which has happened in this 
community since the end of the 
war. For these statements are 
evidence of a real desire on the 
part of Norge workers to help 
Norge make up for lost time ana 
reestablish itself in the appliance 
business on an equal footing with 
the rest of the industry... 

This can be done only through 
the highest type of friendly coop- 
eration throughout the Norge or- 


Beware the Shot in the Arm 


It becomes more and more ob- 
vious that contests and premiums 
will be used in 1946 on a larger 


scale than ever before. As has 
been frequently pointed out in 
these pages, the contest race is| 


already on, and it will reach more 
impressive heights as more mer- 
chandise becomes 
selling moves into full gear. 

Sales and consumer 
and premium deals are legitimate, 
time-honored and effective meth- 
ods of moving merchandise, and 
they can frequently provide the 


stimulus to a marketing program |} 
which cannot be provided in any|be a sound, sensible merchandis- 
| ing tool carefully related to and 
They will, however, have the | correlated with long-range plans. 


other way. 


same limitations and the same 


dangers as all other promotional} sales for a temporary period, it 


devices, and the smart merchan- 


° . . | 
diser will use them with care and_| 


available and| 
|larger shots 
contests | 


ganization. There must be effi- 
ciency and productivity all along 
the line. 

The selling days just ahead of 
us will be the most competitive in 
appliance history. Many estab- 
lished manufacturers have im- 
proved and expanded their lines. 
Many war-born industries, no 
longer engaged in war work, have 
turned to making appliances. Some 
of these companies already have 
merchandise in the field. 

To compete successfully with 
these companies and, at the same 
time, pay its employes the highest 
wages in the industry, Norge must 
produce its merchandise with 
fewer man-hours of labor per 
unit, so that the total labor cost 
of each refrigerator does not ex- 
ceed the labor cost of competitive 
merchandise. Otherwise Norge 
cannot continue to operate suc- 
cessfully in this industrial area... 

The ability of this company to 
continue to contribute to the in- 
come of the community depends 
on: 

1. Every one of us working 
hard and efficiently so that our 
higher wages will still produce 
low cost products which custom- 
ers will buy in large quantities. 

2. Continuous cooperation be- 
tween management and labor. 


* * cK 
This is good, sound, common 
sense. It deserves distribution in 


all the industrial areas of the na- 
tion. 


caution. As Cy Peck of Dartnell 
told an ADVERTISING AGE reporter 
last week, contests are all too fre- 
quently thought of as a “shot in 
the arm,” without sufficient 
thought being given to the truism 
that a poorly-directed shot in the 
arm may merely call for a con- 
stant succession of larger and 
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—Arthur Murray School of Dancing 


“| would have to have an Arthur Murray's graduate on my Christmas route!" 


Idea from Virginia 

The Virginia Press Association 
has an idea which it hopes will 
help foster international under- 
standing. It plans to invite news- 
paper men from the United Na- 
tions to occupy temporary staff 
positions on Virginia newspapers. 

Thirty-three dailies and week- 
lies in Virginia have agreed to 
underwrite salaries, 
details of time, duration, and 
schedules to be set if the plan 
wins the approval and coopera- 
tion of the federal government. 
As Daphne Dailey, editor of the 
Caroline Progress, Bowling Green, 
Va., president of the association, 
explains it: 

“Visiting newsmen would have 
the Opportunity to observe how 
American newspapers function as 
community institutions. Staff as- 
signment would permit more de- 
tailed understanding of American 
every day life than is possible in 
a coast-to-coast hurried tour. 

“With a daily reporter a visit- 
ing newsman might cover police, 
sports or city council. With a 
weekly editor he would follow the 
week’s news from front office 
copy to back shop press. The par- 
ticipating newspapers offer vari- 
ety in size of paper and commun- 
ne” 


G. I. Enterprise 

The most impressive I-want-a- 
job piece sent out by a veteran 
which has thus far come to our 
attention is the work of Galo Put- 
nam Emerson of 49 Elm St., 
Northampton, Mass., erstwhile 
lieutenant in the Air Corps. It is 
a four-page letter size printed 
piece, the front page dominated 
by a picture of Junior Emerson, 
saying: “We taxpayers can’t afford 
to support my father forever!” 
The folder is printed in two colors, 
very attractively presented, with 
illustrations and line cuts, and 
makes a swell case for the 33- 
year-old job-seeker. 


in the arm without | 
curing the original malady. 
The good contest or premium | 


|offer, as Mr. Peck says, must be | 


skilfully designed to increase the) 
long-term sales of the product or} 


| 
service. It must, in other words, | 


If such an offer just hops up your 


can very easily do more harm 


than good. 


| to 


Smart Gal, Mrs. Knopp! 
Glenwood Range Company of 
Taunton, Mass., is having a lot of 
fun letting its dealers see a very 
unusual illustrated letter which 
Glenwood’s president received 
from a Mrs. Burton P. Knopp of 
Manchester, Conn., bewailing the 


|fact that the lady has been wait- 


ing all her married life to com- 
plete her happiness with a Glen- 
wood range, and has been unable 
get one. “Of course,” says 
Glenwood, “we get a lot of fan 
mail on Glenwood ranges. But 


with other | 


exactly as it came to us) is so un- 
usual and says such nice things 
about Glenwood that we simply 
couldn’t refrain from sharing it 
with you.” 

But what we want to know, Mr. 
Glenwood, is: Did you do right 
by Mrs. Knopp; and how’s her 
baby, that was due in four weeks, 
when she wrote to you? 


How to Be an Oracle 

One way to become an oracle 
in the columnist business is to get 
advance releases, and then an- 
nounce in your most oracular 
fashion that “within 24 hours” a 
certain hot story wili be revealed. 
That’s what at least one news- 
paper columnist did last week 
with the release of the announce- 
ment that Chuck Luckman had 
been made executive v.p. of Lever 
Bros. The release, dated for Fri- 
day, reached publishers the pre- 
vious Monday, so it required no 
oversize crystal ball to gather the 
news. 

It’s this sort of shenanigans that 
makes more and more people wary 
of advance releases, and makes 
the job of the ordinary newspaper 
man tougher than it need be. 


Jottings 

WOR, New York, is mailing to 
potential sponsors and advertising 
agencies more than 3,200 “round 
trip tickets” to the 16 cities which 
the station reaches daily. Look- 
ing exactly like transcontinental 
ducats, the printed facsimiles are 
issued by “WOR—That Great 
American Salesroad” ... 

Dec. 5, in New York newspa- 
pers, R. H. Macy & Co. took full 
page ads to bring up to date “The 
Man’s Glossary of Unfamiliar 
Words & Phrases” (as used by ad- 
vertising writers to describe fe- 
male apparel & appurtenances). 
Some of the more amusing defini- 
tions follow: mink—when a wom- 
an turns around to look at another 
woman—that’s mink; sable—when 
a woman in mink turns around 
to look at another woman; chin- 
chilla—when a woman in sable 
turns around to look at another 
woman’s husband; corselet—Bas- 
que, ackwards; Frontier slacks— 
Ranch panch, . 

One of the better captions for 
copy explaining why a product is 
delayed for consumer purchase is 
appearing in business papers for 
Serta Associates’ Perfect Sleeper 


Tuftless innerspring mattresses. 
Says Serta: “We’d Rather be 
Right than Early! ... True, the 


early bird gets the worm — but 


the letter inside (reproduced just| who wants a worm?” . 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11, Il. 


No. 2586. Grocery, Druggist and 
Liquor Route Lists. 


Albuquerque Publishing Com- 
pany, publisher of the Journal 
and Tribune, has issued three file- 
size folders containing, respec- 
tively, food stores (including re- 
tailers, wholesalers and brokers), 
drug stores and liquor dispensers 
and retailers. Each folder includes 
a map of the city and a street 
guide. 


No. 2587. An Old Market Assumes 
New Proportions. 


Knoxville, Tenn., and its 20- 
county retail trading zone are the 
subjects of this folder, issued by 
the Knoxville Journal. Figures 
are given on agriculture, industry, 
and food and drug sales, plus a 
circulation analysis and facts 
about advertising costs in Knox- 
ville. A separate folder contains 
statistics on the Oak Ridge Project 
and the changes it has brought 
about in the Knoxville market 
area. 


No. 2588. A Continuing Study of 
Farm Buying Habits. 

The Country Guide, Winnipeg, 
has issued this booklet, which is 
No. 3 in the continuing study con- 
ducted by the publication’s mer- 
chandising and research division. 
It includes a study of farm vs. 
urban buying habits, frequency of 
shopping trips, attitude toward 
brand merchandise, etc., with 
numerous pages devoted to tables 
showing distribution, farm buying 
and brand popularity of drug, 


grocery, hardware and clothing 

lines. 

No. 2589. Cream of the Farm 
Market. 


Hoard’s Dairyman has issued 

this circulation study, which is 
based on an analysis of special 
tabulations of the Bureau of the 
Census, Department of Commerce. 
Comparisons are made between 
Hoard’s Dairyman subscribers and 
their nearest neighbor non-sub- 
scribers, and with the average of 
U. S. farmers. 
No. 2527 The Kind of Retail 
Grocery Advertisements Home- 
makers Prefer in Washington, 
BD. 

In this brochure, the Washing- 
ton Times-Herald reports a surve) 
of representative cross-section o! 
Washington housewives, which in 
dicates an overwhelming prefer 
ence for light, clean ads as op 
posed to bold “attention-getters’ 
and black tones and panels. Ex 
amples of both are shown, alon: 
with comments of housewives an 
merchants on readership and im 
proved appearance of ads. 


No. 2533. The Importance of Fam 
ily Circle Magazine to It 
Readers. 

This report, containing nev 
data on the income and age dis 
tribution of women shoppers pa 
tronizing two large grocery chains 
is part one—“Analysis of Marke 
Coverage and Editorial Interest’ 
—issued by Family Circle Maga- 
zine. The material, based on per- 
sonal home interviews with cus- 
tomers of the stores which cir- 
culate the magazine, is presentec 
in tables and charts, with a com- 
plete description of the surve} 
method. 
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Asks Congress 
Via Ad to End 


‘Phony War" 


Sterling, Ill., Dec. 11. — The 
shooting war is over, so “let’s ad- 
mit it,” Lawrence Brothers, Inc., 
Sterling and Chicago hardware 
manufacturer asked Congress last 
week via a full-page ad in the 
Washington Star. The Illinois firm 
wants Congress to make the war’s 
end official so that the personnel 
of the Lawrence company and 
other workers can go back to 
normal operations. 

The Lawrence ad was headlined 
a “Petition to the Congress of the 
United States,’ and read: 

“Believing that we have con- 
quered our enemies and that the 
present fictitious war being per- 
petuated by the administration 
is an unfair burden on the tax- 
payers, we respectfully petition 
the Congress to introduce a reso- 
lution for the termination of hos- 
tilities and to record each in- 
dividual member’s vote on this 
resolution. 


No Further Action Planned 


“This space paid for by Law- 
rence Brothers, Inc., who wish to 
regain the services of their em- 
ployes for the purpose of manu- 
facturing hardware for new 
homes.” 

The company at present plans 
no other action along this line, 
it told ADVERTISING AGE, nor will 
it use the same ad in other media. 


Two G-E V. P.s Named 


George R. Prout, general man- 
ager of the air conditioning de- 
partment, General Electric Com- 
pany, Schenectady, and L. R. 
Boulware, consultant on market- 
ing and merchandising and in 
charge of operations for G-E affili- 
ates, have been named vice-presi- 
dents of the company. 


“How to greet G.l.Joe 
coming back to his 


B.t.u' N / 


What's the simplest, most spontaneous way 
to say “hello” advertising-wise to G.I. Joe 
when he resumes his interest in Btu’s and 
kilowatts as chief engineer, power super- 
intendent, or maintenance engineer at Every- 
body’s Machine Company? 


On-the-job chats with these men by 
POWER PLANT ENGINEERING'’S field 
staff suggest that power equipment adver- 
tising stick to its knitting—help Joe get 
back in the swing of things by answering 
such questions as: what’s new, where and 
how do I use it, what will it save us, where 
do I get it? 


Write for our latest field bulletin. It de- 

ribes power problems of your customers; 
points the way to resultful 
postwar advertising. 


ABC + ABP 


ENGINEERING 


» 53 W. JACKSON BLVD. CHICAGO 4, ILL. 


Art Annual Ups Rates 


Art News Annual, New York, 
has issued new rates for 1946 of 
$770 for black-and-white pages 
and $1,230 for color pages. For 
1946, the new circulation guaran- 
tee will be 35,000, an increase of 
8,000. 


Club Elects Jacobs 


Gordon Jacobs, Foster & Kleiser 
Company, has been elected chair- 
man of the new junior advertis- 
ing division of the San Francisco 
Advertising Club. 


vb 
a) Sg 


Milligan Advanced 


Thomas P. Milligan, vice-presi- 
dent in charge of bookbinding 
sales, Athol Mfg. Company, Athol, 
Mass., has been appointed to the 
newly-created position of sales 
promotion manager. 


Speed Products Appoints 


Speed Products Company, Long 
Island City, manufacturer of stap- 
ling devices and office specialties, 
has appointed the Chas. Dallas 
Reach Company, New York and 
Newark. 


Potter to Greenhalgh 


Robert Potter has resigned as 
manager of rayon staple fiber 
sales, E. I. du Pont de Nemours 
& Co., Wilmington, Del., to be- 
come assistant to Charles Green- 
halgh, executive of Greenhalgh 
Mills, Pawtucket, R. I. 


Electro Buys G-E Unit 


General Electric Company’s 
lamp department, Bloomfield, N. 
J., has sold its business in RF 
(rectified fluorescent) and Cooper 


Hewitt fixtures to Electro Mfg. 


Company, Chicago. G. R. Clover, 
representative for G-E’s Michigan 
sales district, has resigned to sup- 
ervise sales of the new Electro 
division. 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTK erent von co. 


900 Kibby St., Lima, "Ohic, U.S.A. 
The World's nen Manufacturer 
of 
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MUTUAL NETWORK and NEWSWEEK 
JOIN FORCES TO PRODUCE A 
NEW KIND OF PROGRAM 


Created by the Editors of 


NEWSWEEK 


The Magazine of News Significance 


MUTUAL NETWORK— COAST 10 0 COASTS EVERY THURSDAY, 10 P. M. 


To translate the significance of the news into its effects on 


the personal life, the business, the future of every listener, 


the editors of Newsweek have created an entirely new kind 
of program. Every week, in a fast-moving half-hour, the news 
will come to life — not as history, but as the prime mover of 
coming events — not as an unsolved jigsaw puzzle of unre- 
lated incidents, but with all the pieces fitted together in 


terms of one topic of paramount and immediate importance. 


Tune in every Thursday evening 
MUTUAL NETWORK — Coast to Coast 


10:00 p.m. EST 
9:00 p.m. CST 


8:00 p.m. MST 
7:00 p.m. PST 
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Rural Radio Fans 
Expound Views 
On ‘Soap Operas’ 


Washington, Dec. 11.—No single 
type of program mentioned in the 
government’s special study of 
rural radio listening, released here, 
evoked more passionate attention 
than the daytime serial, which was 
specifically endorsed or opposed 
by nearly half the women ques- 
tioned. 

In an effort to add some light 
to the continuing controversy over 


Radio Ownership 
in Farms and Rural 
Households 


Radio Former’ Non- 
N. Cent. Owners Owners Owners 


%o % %o 
Farm 83 11 6 
Non-farm 87 8 5 
All 85 10 5 
South 
Farm 51 20 29 
Non-farm 69 14 17 
All 58 17 25 
West 
Farm 84 10 6 
Non-farm 89 8 3 
All 87 9 4 
All 
Farm 66 16 18 
Non-farm 80 11 9 
All 73 13 14 


the serial, the Bureau of Agricul- 
tural Economics made a careful 
breakdown of the answers on day- 
time serials to find out what it 
could about the type of person 
who likes the “soap opera.” 

Serials, according to results of 
the study made for the FCC, were 
liked by about 25% of the rural 
audience, and disliked by just 
about the same percentage, while 
half the audience had no’ opinion 
on the subject. 


Women Favor Serials 


About 90% of those who liked 
serials were women. The opposi- 
tion was only 51% women. 

Of those who liked serials, 58% 
were accustomed to tuning in four 
hours or more daily. Only 38% 
of women in the opposition list- 
ened that much. 

Looking over its figures, the bu- 
reau reports that women who 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 


—Circulation of Pub- 


lication 


165 Church Street, N.Y.C. 7, N.Y. 
BArclay 7-5371- 


value serials highly tend to be 
somewhat younger than those who 
dislike them and to have slightly 
less education. More of the wom- 
en who value serials highly also 
value radio as a whole. They em- 
phasize the “company” radio pro- 
vides and the fact that radio keeps 
them from getting lonesome. 


Value News Programs 


Those who dislike serials value 
radio more for the information 
they get from it and depend less 
on it for diversion. 


Supporting these conclusions, 
BAE points out that 50% of the 
women who dislike serials say 
they would miss news more than 
any other radio service. For those 
who like serials, Only 41% rate 
news as a primary radio interest. 

Asked to explain their reasons 
for liking serials, 32% of those 
approving them merely said “they 
enjoyed them”; 14% felt they 
were good entertainment; 7% con- 
sidered them good company and 
1% cited relaxation, consolation, 
or said they learned from them. 


davertising Age, Decembder ; i 


Of those disliking serials, 39% 
“were not interested”; 17% con- 
sidered them foolish; 13% repeti- 
tive; 5% “didn’t approve”; 3%, 
“too sad,” and 2% felt they made 
too much noise, or contained too 
much advertising. 

It is noteworthy that though 
serials rated second only to news 
in popularity among women list- 
eners, they also rated as the most 
commonly disliked program. This 
pattern existed in all regions of 
the country except in the South 


disliked more than serials py 
women listeners. 


Starts ‘Western Housing’ 


Western Housing, combined \yith 
“Apartment Journal,” Los 4p. 
geles, has been launched as , 
new publication serving the Ps. 
cific Coast housing field. Heag. 
quarters are in the Subway Ter. 
minal building. Dorothy Waring 
formerly of the editorial staff of 
Savings and Loan Journal, is ed- 
itor. Charles L. Parr is adveriis- 


where dance music and jazz was| ing manager. 
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How should a Schedul 


be built today: 


— a schedule today is an infinitely 
more important job than it has been at 
any time during the past five years. Why? Simply 
because a new era of tough competition is here 
... now! Advertising is faced today with its 
greatest challenge, its finest opportunity to 
prove its worth. 

Advertising, intelligently conceived and prop- 
erly directed, can be a powerful means of helping 
to assure those vital goals of full employment 
and a prosperous economy. 

McGraw-Hill recognizes its obligation to in- 
dustry and to its advertisers. It sees clearly (and 
selfishly too) the need for making advertising 
more effective .. . for making every advertising 
dollar produce its full fair share of results. 


As a part of its continuing effort to sharpen 


Building a schedule is like building a 
sales force. Selecting publications to 


carry your sales story is like choosing 


salesmen to represent you. 


the tools of advertising and ¢o help you sell your 
product, McGraw-Hill has recently published 
“A Guide for Keying Media Selection to Sales.” 
This important booklet contains a compilation 
of the best methods used by a number of suc- 
cessful manufacturers in closely coordinating 
their sales and advertising programs. It con- 
tains valuable information which will assist you 
in making a realistic appraisal of your market 
opportunities and the job your advertising must 
do today. 

There are many other McGraw-Hill studies 
and services available which may provide the 
answer to a problem that is currently perplex- 
ing you. Ask the McGraw-Hill man to tell you 
how America’s “headquarters for industrial 
information” can be most helpful to you. 


McGRAW-HILL 


PUBLISHING COMPANY, INC. 


Headquarters for Industrial Information 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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g Age, VeT 


Wyler Watch to Storm 
Wyler Watch Agency, New 


, 


Opens West Coast Office 


Lebhar-Friedman Publications, 
Inc., publisher of the Chain Store 
Age periodicals, has opened a 
West Coast office at 520 W. 7th 
St., Los Angeles. John Hoffman, 
formerly with the Chicago office, 
been named Pacific Coast 


Adds Eight Accounts 


Theodore J. Funt Company, 
New York, has been named to 
handle the advertising of Reja, 
jewelry; A. H. 


costume 


Bailey, maker of Tub-Ums slip- 
pers; Connecticut River Mills, 
Inc.; Kay Mfg. Company, maker 
of Bond Street belts and braces; 
Metric Hosiery Company; Sunapee 
Woolen Mills; Jewelart Company 
and U. S. Neckwear. 


Goldman & Gross Named 


Thompson Mfg. Company, Chi- 
cago, maker of surgical sutures 
and strings for tennis rackets, has 
appointed Goldman & Gross, Chi- 
cago, to handle its account. Na- 
tional magazines and_ business 
papers will be used. 


Mack Bakery Copy 
Tops All Grocery 
Ads, ARF Reports 


New York, Dec. 11.—A Mack 
Baking Company ad announcing 
the return of a local serviceman 
to his old job has outranked all 
grocery advertising to date in the 
Continuing Study of Newspaper 
Reading, the Advertising Research 
Foundation reports, following a 


McGRAW-HILL PUBLICATIONS 


¢ Electrical Contracting 


© Electrical Merchandising 


@ Electrical West 
e Electrical World 
@ Electronics 


@ Engineering & Mining 


Journal 
© £&. & M. J. Metal & 
Mineral Markets 


York, United States agency for 
» _, f Wyler watches and clocks, has ap- 
ASINg pointed Charles M. Storm Com- 
ned with | P22; New York, effective Jan. 1, 
OS An. to handle forthcoming advertising 
ed as gy in magazines, newspapers and|has 
the Pa. business papers. manager. 
- Head. Seats ooo aia 
War g Ad Club to Hold Dinner 
staff _ The St. Louis Advertising Club 
i, is oq. will hold its 10th annual gridiron 
adveriis.j™ dinner in_ the Gold Room of the 
Jefferson Hotel Jan. 29. Inc., 
a, _ 
@ American Machinist 
e Air Transport 
¢ Aviation © 
¢ Aviation News 
e Bus Transportation 
e Business Week 
© Coal Age 
e Chemical & Metallurgical 
Engineering 
4 
) 
y 


This book is “must” reading for 
every advertising executive and 
egency man. Ask for your copy, 


¢ ie “is 
ae 
Pra 


i ee 


e Construction Methods 


© Engineering News-Record 
¢ Factory Management 
& Maintenance 
© Food industries 
* Mill Supplies 
* Power 
© Product Engineering 
* Textile World 
« Wholesaler’'s Salesman 


Promotion Department, McGraw-Hill Publishing Co., Inc. 
330 West 42nd Street, New York 18, N. Y. 


Please send me my copy of 


“A Guide for Keying Media Selection to Sales.” 
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survey of the Daily News, Bangor, 
Me., dated Aug. 22. 

The Mack ad, which was first 
in the grocery-food classification 
of national advertising, stopped 
54% of the men and 60% of the 
women interviewed. The 1,240- 
line institutional copy, captioned 
“Johnny is Home,” topped the 
previous high of 44% men and 
53% women polled by a Wheaties 
cartoon-type ad. 

The study, 91st in the series, 
was the ARF’s first postwar study, 
and although conducted one week 
after V-J Day, it found over-all 
advertising readership rating well 
above average. 


ALI Issues Handbook 


Allied Liquor Industries, Inc., 
New York, has issued its first an- 
nual handbook, “Beverage Dis- 
tilling Industry Facts and Figures | 
—1934-1944.”" The 108-page book- 
let, containing tables and graphic 
charts covering every major phase 
of industry operation and interest, 
was prepared with the assistance 
of the Alcohol Tax Unit of the | 
Bureau of Internal Revenue. 


| ‘This week 0" 


A BRIEF REPORT 
FROM THE MOUNTAIN 


Az 


Plans for Earle C. Anthony Co.'s 
new FM station are rapidly near- 
ing completion. It will be located 
at the crest of Mt. Wilson, about 
half a mile from the world-famous 
Wilson Observatory. The proposed 
FM station will consist of three 
buildings to be constructed at a 
cost of $126,000 including tech- 
nical equipment. When Mt. Wil- 
son was selected as the site for the 
new FM station, KFI’s Chief En- 
gineers, H. L. Blatterman and Cur- 
tis Mason conducted extensive 
measurements throughout the 
area. Their interesting findings 
were presented at an open hearing 
on FM and Television held by the 
FCC in Washington early this 
year. We can modestly say that the 
Commission was pleased with 
these gentlemen's efforts which, by 
the way, represented the first of 
such tests to be made at an altitude 
of 5,728 feet and at 43.7 and 100 
megacycles. Seymour Johnson has 
been appointed FM and Television 
Facilities Engineer. 


A LITTLE FUN 
IN THE MORNING 


Jack Latham who reports the do- 
ings in the movie capital on KFI's 
daily program called ‘Hollywood 
Fan Magazine” (Monday thru Fri- 
day 10:30 a.m.) dropped by the 
other day with a bright one. When 
RKO’s star, Walter Slezak, made a 
guest appearance on “Hollywood 
Fan Magazine” recently, he threw 
the boys into a panic when he 
stated his greatest ambition as an 
actor was to play the life of sixteen 
year-old Sonny Wisecarver! 
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Represented Nationally by Edward Petry and Company, inc 
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Promotes Purple Blades 


Purple Blades, Inc., San Fran- 
cisco, maker of razor blades, is 
starting its largest consumer cam- 
paign, using three-times-a-week 
ads in 87 western newspapers and 
point-of-sale material. Garfield & 
Guild, Advertising, San Fran- 
cisco, is the agency. 


Newman Names Mackey 


William N. Mackey, previously 
sales manager of National Picture 
Service and business manager of 
Associated Sign Contractors of 


North America, has rejoined New- 
man Brothers, Cincinnati, and its 
subsidiary, Jefferson Machine Tool 
Company, as advertising and sales 
director. 


Foy Named Manager 


Craig E. Dennison Advertising 
Agency, Chicago, has appointed 
Jack Foy, with the agency’s Buf- 
falo office for the past two years, 
as manager of the Chicago office. 
William Tanner remains as Buffalo 
manager. R. I. Larson and Ben 
Rubin have resigned from the Chi- 
cago office. 


Cronin Advanced 


John J. Cronin has been ap- 
pointed general manufacturing 
manager of Fisher Body division, 
General Motors Corporation, suc- 
ceeding the late George C. Pater- 
son. Mr. Cronin had been general 
industrial relations director for the 
division since September, 1941. 


Chrysler Ups Malcom 


H. A. Malcom, with the divi- 
sion for five years, has been ap- 
pointed general sales manager of 
the Airtemp division, Chrysler 


Corporation, Detroit. He will head 
postwar sales of Airtemp’s air 
conditioning, heating and refrig- 
eration products. 


Form Collier & Moore 


R. G. Collier, formerly account 
executive with Ronalds Advertis- 
ing Agency, Montreal, has estab- 
lished a public relations firm in 
partnership with James T. Moore, 
recently returned from _ active 
service. Under the name of Col- 
lier & Moore, offices have been 
established at 501 Sun Life build- 
ing, Montreal. 


hat kind of man do men copy ? 


Back in 1919, when the homecoming men 
of the AEF were buying their new “civvies,” 1 
the men’s wear models they saw were 


Dapper Dans like this: ge 


Ss CA EEE ae REN 
el e 


oie tes 


# 


ee 
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Today, the trade shows our veterans of 
World War II models that look like men 


with a solid stake in business, family — 


_ KNOX HAT COMPANY | 


Be SRE ESO ee See 


Ear 


like this: 


WHEN YOU PLAY SANTA 
TO “SANTA... 


Give him an old-time “Tom ‘n’ Jerry” mug-of-good. 
cheer, with the tiny hat that's so much fun, and s Cif, 
Certificate that entitles hie to choose for bimeelf a Knox 
“Tom ‘n” Jerry.” of any other fine Knox Hat he wants, 
now SEIRG SeOwn ov YOUR EROR OEALES 


GU Libel s SBS the Vat igh 


NOK 4 BATTER « 152 Ferre avenue + Hew ome 


ODAY’S returning serviceman knows that 


there’s plenty of rank in the business world 


—even though vice-presidents don’t wear shoul- 


der or sleeve insignia. 


That’s why so many of your young veteran- 


customers pick styles that they've seen worn by 


men they admire .. . 


ADVERTISING OFFICES e 


by men whose professional 


more than 


CHICAGO e 


NEW YORK e 


BOSTON . 


rank or business success or social status they soon 


hope to achieve... 


... the kind of men you think of 
when you think of the readers of TIME. 
The 1,200,000 TIME-reading men are the kind 


of men-other-men-copy. They employ upward of 


33,000,000 persons—they hold positions of lead- 


ership in business, the professions, government. 


Time men should be the first to see what you sell 


—for, if they like it and wear it, it’s on its way to 


a national trend. 


g Million Leaders 


P.S. 


It goes without saying that the more-than-a-million men who read Time 


are a multi-million dollar men’s wear market in themselves. For example: In shirts 


and hats, they outhuy the average man 3 to 1; 


PHILADELPHIA 7 CLEVELAND . 


DETROIT e@ 


in suits, 4 to 1. 


SAN FRANCISCO 


NY College Award 
Will Honor Radio 


Shows, Promotion 


New York, Dec. 11.—Radio pro. 
grams and promotion campaigns 
in nine categories will be given 
plaques and certificates of merit 
“for outstanding skill and crajts. 
manship” next spring in conjunc. 
tion with the second annual radio 
and business conference by New 
York’s City College school of busi- 
ness administration. 

The first six groups cover either 
live or transcribed radio, includ. 
ing a_ direct-selling, sponsored 
program; sponsored institutiona] 
show; a public service program: 
sponsored spots of one minute or 
less; promotion by a sponsor, ad- 
vertising agency or program pro- 
ducer of a national program, and 
of a regional or intra-state pro- 
gram. 

The seventh category covers 
“all-over radio station or net- 
work promotion;” the eighth, sta- 
tion-created or network-created 
promotion of a public service 
show, and the ninth, similar pro- 
motion for a program either spon- 
sored, or designed for sponsor- 
ship. 

Deadline for entries is Jan. 3]. 


Extend Wine Campaign 

Fruit Industries Ltd., Los An- 
geles, maker of Ambassador Dis- 
trict wines, has extended its New 
York market campaign with black- 
and-white ads in the Herald 
Tribune, Sun and Times, follow- 
ing a color page in the Journal- 
American. Davis & Beaven, Los 
Angeles, is the agency. 


Bancroft Promoted 


Richard F. Bancroft, sales rep- 
resentative of Pathfinder in the 
Philadelphia and Pittsburgh area, 
has been promoted to Detroit 
manager. 


a 


WRNL Sells [iam 
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+) ONDENSED into this one peaceful 


24) \ie| Christmas scene is an immense 
: accumulation of natural wealth 
... all offering YOU varied busi- 
ness opportunities! With the release of more 
materials for industry, this is a good time to in- 


t vestigate the many favorable aspects of the 
pe “Magic Empire’s” location . . . its economical 
lites advantages . . . and its purchasing power. Yes, 
- this region represents an ever-expanding and 
Dog 4 prosperous buying force for YOUR product when 
al you TELL and SELL them on its merits through 
a. the pages of the Newspapers THEY READ. 
-P.. 
> 

Z 
&bdiy 

KC OIL CAPITAL NEWSPAPERS 
Nc. 


- TULSA WORLD © TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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er Cuno une (NG the new newsweekly 


TO THOSE WHO REALLY CARE: 


Supposing you absolutely knew the trends of world affairs - would 


it change your plans as you went along? 


WORLD REPORT is now being assembled for early publication -- a non- 


: political non-partisan newsweekly with the largest staff of experts 
| in foreign affairs ever gathered into a single organization. 


WORID REPORT starts with no pre-conceived notions that one Nation 


or group of Nations is wholly good or wholly bad. WORLD REPORT has 
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no thesis to prove. WORID REPORT approaches its task seeking the 


truth and presenting the truth without regard to whether bureaucrats 


here or there would prefer to see the truth suppressed in the interest 


of this or that jockeying for back-stage power. 


WORLD REPORT will advocate no cause. WORLD REPORT will express no 


editorial opinion. WORLD REPORT will devote its entire energies to 


extracting the facts and printing the meaning of the facts of world 


problems as they loom on the horizon and as their impact ~- either 


soon or late - may affect the business and economic life of every 


one of us. 


ot 


We are borrowing from the masthead of our sister publication, 
The United States News, a line spoken by George Washington - 
"In proportion as the structure of Government 
gives force to public opinion, it is essential 


that public opinion should be enlightened." 


WORLD REPORT has one objective —- TQ ENLIGHTEN PUBLIC OPINION. 


WORLD REPORT 


published by 
THE UNITED STATES NEWS PUBLISHING CORPORATION 
24th & N Streets 
WASHINGTON 7, D.C. 
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Joins Four A’s 

Sussman & Sugar, New York, 
has joined the American Associa- 
tion of Advertising Agencies. 


editorial coverage too! 


Figures, 7s 10” units, on request 


us 
\ 
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Realsilk Seeks 
New SalesmenVia 
Page Ads in ‘Life’ 


Indianapolis, Dec. 12.—To ex- 
pand its postwar sales of a broad 
line of “family merchandise,” Real- 
silk Hosiery Mills is running full- 
page “help wanted” advertisements 
in Life to enlist new salesmen and 
branch sales managers of new 
offices. 

Although the ads list the qual- 
ity products Realsilk offers men 
and women through its direct to 


home and office sales, the In- 
dianapolis company, instead of 
stressing a “buy now” appeal 


when goods are still scarce, is 
asking prospective sales or man- 


agement trainees throughout the 
country to get in touch with C. C. 
Knox, vice-president and general 
sales manager. 

The first ad, headlined “Real- 
silk backs you in business in your 
own community,” ran in the Nov. 
26 Life, and is to be followed by 
another page, in the same vein, 
in Life’s Dec. 24 issue. The initial 
ad pulled more than 400 inquiries 
72 hours after it appeared, com- 
pany officials said. 

Both ads point out that the 
name Realsilk has grown from 
hosiery alone in 1920 to a quality 
merchandise line that includes 
socks, neckwear, shirts, under- 
wear, pajamas, robes, sportswear 
and accessories for men; and 
coats, suits, dresses, rainwear, 
sportswear, lingerie, hosiery and 
accessories for women. 


Advertising Age, December 17, jg, 


The Realsilk line is “sold di- 
rect by reliable local men and 
women, and shipped direct-to- 
consumer from one central point, 
which assures quality control of 
the best in fashion, fabric and 
fit,’ both consumers and prospec- 
tive sales people are told. 

Sidener & Van Riper, Inc., is 
the agency. 


Film Publicity Men Join 

B. P. Schulberg, formerly man- 
aging director of production for 
Paramount Pictures, has an- 
nounced formation of a public re- 
lations organization in association 
with Irving Rubine, motion pic- 
ture publicist. The new firm, B. P. 
Schulberg-Irving Rubine—Public 
Relations, will service amusement 
film accounts and will handle com- 
mercial film production and dis- 
tribution. 


Ladies and gentlemen... 
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and regional sponsorship 


13 YEARS COAST-TO-COAST * 9 YEARS FOR ONE SPONSOR 


“Orchids to the Easy Aces’ program"... WALTER WINCHELL 
“Your program tonight best writing I've heard in years’... EDDIE CANTOR 
“A Radio institution" ...NEWSWEEK MAGAZINE 

“Goodie Ace is America’s greatest wit’... FRED ALLEN 


“The best entertainment I've ever heard on the air’... ANNE HUMMERT 


FREDERIC W. 


NEW YORK 


WRITE, 


WIRE OR PHONE 


2436 READING ROAD 


CINCINNATI, 


OHIO 


COMPANY 


HOLLYWOOD 
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American to Use 
ABC; Associated 
Changes to ABS 


Chicago, Dec. 11.—It’s A:so¢; 
ated Broadcasting System now 
and the call letters ABC are th 
property of American Broadcas 
ing Company, following an out-o; 
court settlement announced 


yes 
terday by Mark Woods, Apo 
president, and Leonard A. Ve, 


sluis, ABS president. 

A suit originally filed by A; 
sociated against American in fed. 
eral district court seeking to ep. 
join American from the use 6 
ABC, has been dropped by “ami. 
cable agreement,” it was said, anj 


“American is now free to use 
ABC.” 

American reports “a small finan. 
cial settlement to cover lega| 


costs” was made to Associated. 


Porter Joins Burnett 


as Research Director 


Arthur A. Porter, who organized 
the Canadian Institute of Public 
Opinion, Toronto, in 1941, has 
joined Leo Burnett Company, Chi- 
cago agency, as research director. 
Mr. Porter became associated in 
1936 with Dr. George Gallup in 
the Publishers’ Syndicate and the 
Gallup Poll. He was managing di- 
rector of the Canadian institute, 
the Gallup Poll in the Dominion, 
at the time of his affiliation with 
the Burnett agency. 


To Boost Milk Drive 


The Milk Foundation, Chicago 
cooperative promotional organiza- 
tion for dairy companies, plans to 
step up its use of newspaper ad- 
vertisements after the first of the 
year when milk supplies in the 
Chicago market will be more ade- 
quate. It has been running 100 to 
1,000-line insertions in all Chicago 
dailies since Oct. 15. McCann- 
Erickson, Inc., is the agency. 


i} 


Million 
Barrels 
of 


Beer 


AMERICAN BreweER counts as 
its paid subscribers company 
officials and key men re- 
sponsible for the production 
of 81 Million Barrels of Beer 
in 1944—94% of the total 
produced. 


A market survey is ready for 
you with the answer to any 
question you may ask about 
this Billion Dollar Industry. 


Cmercan 
Brewer 


202 E. 44 St., New York 17 


Member: 
Audit Bureau of Circulations 
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No Rate Increases for 1946... 
on Schedules placed before next June 


FEBRUARY 1945 issue 


PRINT ORDER 3,040,000... . . 
NET PAID . . . 2,974,982... .. Y TITTITITITITTITIMITITT TTT [TT/ 


— n - 


War-time circulation studies indicated a potential post- 
war circulation of 1,500,000 to 2,000,000 more copies 
for our Group. 

It is anybody’s guess as to what the changing economic 
pattern of 1946 will do to the market for magazines. 
But it is our determined policy to go after all the circu- 
lation we can get. 

Currently, we, like most publishers, are still cramped 
for paper. But, as far as paper permits, we shall bend 
every effort to sell magazines... through newsstand 
channels, of course. Our February 1946 print order is 
now set at a minimum of 3,700,000 and if more paper is 
available, this print order will be increased. Comparisons 
step up the significance of this figure: Feb. 1945 print 
order, 3,040,000; Feb. 1945 net paid, 2,974,982; Guar- 
antee, 2,250,000. 


FEBRUARY 1946 issue 


a» 


(Estimated) 
BONUS..... 


i 


ia Ss : sins einai oo 


Rees u's PRINT ORDER 3,700,000 


CLL, i soc 


Sw. GUARANTEE 2,250,000 


| 


Increased guarantees and rates are an easy projection 
on this print order level. However, Macfadden Women’s 
Group operates, and has always operated, on the policy of 
consolidating circulation gains before charging for them. 
When this net paid circulation is reflected in the Pub- 
lisher’s Statement, rates and guarantee necessarily will 
go up. We shall, of course, continue to maintain a healthy 
circulation bonus over the guarantee; this bonus has 
averaged, during the past three years, over a half mil- 
lion copies per issue. 

To sum up: In answer to queries on possible rate in- 
creases, plan your 1946 schedule in Macfadden Women’s 
Group without fear of upsetting rate increases. Scheduled 
advertisers will be protected at current rates throughout 
the year, will thus enjoy a constantly decreasing cost per 
thousand as we achieve circulation objectives. 


MAct4nnen WOMEN’S GROUP 


TRUE ROMANCES + TRUE EXPERIENCES + TRUE LOVE + RADIO MIRROR + PHOTOPLAY 
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New Newspaper 
Can Find Market, 
San Diego Proves 


New York, Dec. 12.—In the past 
ten years, the number of daily 
newspapers in the United States 
has declined from 1,950 to 1,742, 
discouraging statistics for anyone 
interested in launching a new one. 
But these figures and the many 
obstacles which the war brought 
to those starting new ventures did 
not deter Clinton D. McKinnon, 
West Coast publisher, from 
launching the San Diego Journal 
on March 17, 1944—St. Patrick’s 
Day. 

Today, 21 months later, the 
war-born newspaper has a guar- 
anteed circulation of 35,000, has 
settled down to a daily average of 
22 to 24 pages, and on Feb. 1 will 
move into a new building at Fifth 
and Ash Sts. with greatly enlarged 
space, 


Leads in Retail Food Ads 


The paper’s sales staff also 
points proudly to the Journal’s 
position as first in retail food ad- 
vertising in the San Diego area. 

Mr. McKinnon, editor and pub- 
lisher, felt that San Diego needed 
a liberal daily newspaper, and in 
his editorial in the first edition, 
he explained that the Journal 
would carry nothing “to offend 
any honest person, conservative 
or liberal. . . We have no axes to 
grind, no phobias to voice, no pets 
to caress and no enemies to pun- 
ae ee 

The first edition, under the title 
banner, carried a note that the 
Journal was “a continuation of 
the Progress - Journal,” a thrice- 
weekly sheet which Mr. McKin- 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE’’ 


Securing distribution and sales is 
simple and easy in Michigan's 
Upper Peninsula. 


For instance on a food item — 4 
Upper Peninsula jobbers can han- 
dle the distribution for 90°, of 
this excellent market. 


A 3,000 line advertising schedule 
costs only $840.00 in 


THE "BIG 5" GROUP 


consisting of the 


ESCANABA PRESS 
IRON MOUNTAIN NEWS 


HOUGHTON 
MINING GAZETTE 


MARQUETTE | 
MINING JOURNAL 
SAULT STE. MARIE NEWS 
These papers will sell the consum- 
ers in this rich market for you. 


Begin cultivating these profitable | 
markets NOW. 


For information phone or write 


SCHEERER & CO. 


ee a 


Member of the American Association 
of Newspaper Representatives 


non printed for free home dis- 
tribution, and which served as a 
springboard to launch the new 
paper in the afternoon field. 


Shifted Newsprint Quota 


The quota of newsprint on com- 
mercial printing for this paper 
was transferred to the daily news- 
paper, overcoming that problem, 
which in 1944 was one of the main 
headaches Mr. McKinnon faced. 

Acceptance of the paper wasn’t 
a headache, however, and San 
Diego’s business men so welcomed 


a new paper in their city they 
volunteered, and actually did hawk 
copies on street corners tnat first 
day, with proceeds going to the 
Red Cross. 


Offers Popular Columnists 


Most of the features the Journal 
carries had been signed by the 
time the paper was first published. 
With United Press and the New 
York Times full leased wires, the 
Journal also offers most of the 
popular columnists. Jann & Kel- 
ley, Inc., has represented the paper 
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since its beginning. 

To understand the paper’s 
growth during the war years 
when many a new venture died 
a-borning, a look at Clinton Mc- 
Kinnon’s background is necessary. 
Born in Texas of an Army family, 
Clinton’s education includes Stan- 
ford University, Redlands College 
outside Los Angeles, and gradu- 
ate courses at the University of 
Geneva. 

Those graduate courses took in 
most of Europe as well, while 
Clinton and Willard Espy of Read- 


er’s Digest walked around Ge, 
many and France seeing life , 


the continent as only college poy, 
oblivious to “tourist” spots can dg 

Clinton McKinnon’s  verturd 
into the publishing world is thd 


next thing he likes to discuss. |) 
Los Angeles, soon after war broke 
out, he started three papers— th, 
Aircraft Times, Shipyard T meq 
and Valley Times—which togethe 
achieved a quarter million 
tribution. 

The first two covered aircraf 
and shipyard workers, while the 
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Announcing the 4th Annual BUSINESS PAPER 


ADVEATIS 


Nt 


alll 


Vhs Gear forty cer- 


tificates of award, plus a handsome sterling them. 
silver plaque award, one of which will be given 
for the best entry in each division. 


TRS FS ee i i ey MIR Di Bi 


victory. 


was out in front! 


dollar spent. 


Send your entries to: 
A.B. P. ADVERTISING CONTEST 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, New York 


lac aie SD tal Sasi at iy Pat 


WITH THE JINGLE of New Year’s bells close at hand, 
we can look back on a year that has been note- 
worthy for the outstanding business paper adver- 
tising campaigns produced .. . copy that is helping 
readers in the vital problems of reconversion as it 
aided in the mighty effort that made '45 a year of 


In a continued program to spotlight really pro- 
ductive advertising, ABP announces the 4th An- 
nual Business Paper Advertising Competition. 


The judges this year will be top ad-men and 
business paper readers in purchasing, production 
and merchandising. Their jobs will not be easy: 
as in any contest where no exact measurement is 
possible some entries will win by a nose—after a 
strong difference of opinion regarding which nose 


All this we believe is stimulating and concen- 
trates attention on the importance of “useful” copy 
to gain maximum benefit from every advertising 


Read the ‘“‘conditions” please—And plan to have 
your entries in the mail before the final closing 
date. If you have any questions regarding your 
entry or the contest we shall be happy to answer 
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valley Times reached most cor- 
ners of the San Fernando valley 
and became almost a bible for that 
section. 


Woman Is Ad Manager 


The Journal’s advertising man- 
ageress enters the picture here— 
Hennalee Goodwin, whose first job 


a newspaper in the country. 
With the Journal definitely ac- 
cepted by San Diego, Mr. McKin- 
non foresees big things for it now 
that the war is over. He’s also in- 
terested in the potentialities of 
radio and thoroughly believes in 
cooperation between the two me- 
dia—newspapers and radio. 


To Sidener & Van Riper 


Sidener & Van Riper, Indianap- 
olis agency, has added the follow- 
ing to its staff: Charles R. Isaacs, 
director of marketing and mer- 
chandising service; Robert Bill- 
ingsley and Earl L. Noffsinger, 
layout artists; Mark Gross, copy- 
writer, and Dale E. Conger, pro- 


was on the Valley Times — first, 
proofing copy, and then the ad- 
vertising department and display 
division. She now heads the Jour- 
nal's advertising activities, one of 
the few feminine ad managers of 


Harry Brown, 


Brown to Pedlar & Ryan 
formerly retail 
advertising manager of the New 
York Herald Tribune, has joined 
Pedlar & Ryan, New York. 


duction department. 


Campbell Advanced 
Robert M. Campbell, 


in charge 
of cost accounting of the Navy 
Training Film Program for Wil- 


lard Pictures, New York, has been 
promoted to account executive. 


Tells Offset Costs 


“Cost and Production Tables for 
Offset Lithographers,” a 24-page 
book, published by Fred W. Hoch 
Associates, New York, estimates 
lithographers’ costs 
offset and two-color presswork. 
The new book, based on a series of 
articles first published in Ameri- 
can Printer, analyzes price sched- 
ules for art work, platemaking, 
stripping, cutting, binding and 
other operations. 


in handling 


The Following Rules will govern Awards for the most 
effective use of Business Paper Advertising in 1945: 


nually to the advertisers who, in the 
opinion of the judges, make the most 
effective use of their advertising in busi- 
ness papers by means of, 1—adequately 
informative copy, 2—pertinent illustra- 
tion, and, 3—efficient use of the space. 
Campaigns may be submitted by adver- 
tisers, their advertising agencies, or by 
publishers. Media Advertising and an 
Agency’s own advertising are not elig- 
ible. 


2. Entries to consist of only three ad- 
vertisements typical of the entire cam- 
paign, which have appeared in business 
papers during the 1945 calendar year, 
and included in the following broad 
classifications: INDUSTRIAL PAPERS: IN- 
STITUTIONAL PAPERS: MERCHANDISING 
PAPERS: PROFESSIONAL PAPERS. 


3. Every entry must be clearly defined 
as to the division in which the advertiser 
desires to be judged: 


DIVISION 1. Advertising of Operating and 
Maintenance Parts and Materials. (Oils, 
greases, cleaning compounds, repair parts, 
transmission belts, gaskets, etc.) 


DIVISION 2. Advertising of Fabricating 
Parts and Materials, Containers and Packag- 
ing Supplies. (Metal stampings, molded 
plastic, bearings, gears, steel sheets, tubes, 
fabrics, wrapping materials, cans, boxes, 
paper, aluminum foil, etc.) 


DIVISION 3. Advertising of Machinery and 
Equipment. (Machine tools, motors, instru- 
ments, material handling equipment, hand 
tools, etc.) 


DIVISION 4. Advertising of Primary and 
Process Materials. (Wood pulp, chemicals, 
hides, wool, food products, flour, shorten- 
ings, plastics, etc.) 


DIVISION 5. Advertising of Construction 
and Engineering Materials. (Fabricated steel, 
lumber, bricks, roofing, siding, cement, paint, 
hardware, etc.) 


DIVISION 6. Advertising of Merchandise 


1. The awards are to be given an-| 


for Re-sale. Addressed to Dealers and Job- 
bers. (Housewares, clothing, drugs, hard- 
ware, jewelry, shoes, glassware, furniture, 
etc.) 


DIVISION 7. Advertising of Services and 
Group Advertising. (Transportation, Man- 
agement, Trucking, Research, Trade Asso- 
ciations, Corporation Advertising, etc.) 


(NOTE: if there is any question about the 
division in which your entry belongs, drop us 
a line and we'll be glad to advise you.) 


4. Each entry must be accompanied 
by a brief statement on the advertiser's, 
agency's, or publisher's letterhead, 
giving: 


Objective of each advertisement. 


Reasonable evidence of results 
obtained. 


A list of publications in which 
advertisements appeared. 


5. Entries must be kept simple. Each 
advertisement must be individually 
mounted on board with 1” margin all 
around. Any entries unmounted or over 
size, will be disqualified by the judges. 
Ornate or lavish presentations are 
neither necessary nor desired. To sepa- 
rate campaigns, a simple clip or tie 
arrangement may be used. 


6. Awards will consist of certificates 
of merit for the forty most outstanding 
business paper campaigns of 1945. 
Seven special plaque awards will be 
made for the best entry in each division. 


7. The judges will be leading men in 
their fields, qualified by knowledge and 
experience to pass on the merits of 
entries. Their decisions will be final. 


& e Entries must be postmarked not 
later than midnight, January 31, 1946. 
Awards will be made at a special pres- 
entation meeting on April 8th. 
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Chicago Grocery Sales 
Executives Elect 

Herbert L. Fisher, midwest 


sales manager, Bosco Company, 
has been elected president of the 
Grocery Manufacturers’ Sales Ex- 
ecutives of Chicago. 

Others elected are E. H. Teeter, 
Durkee Famous Foods, first vice- 
president; G. C. Papineau, General 
Mills, second vice-president; J. F. 
Vogler, Corn Products Refining 
Company, treasurer; Robert F. 
Duffy, Chr. Hanson Laboratories, 
secretary; W. M. Schoondyke, 
Beech-Nut Packing Company, as- 
sistant treasurer, and H. C, Maas, 
Chef Boy-Ar-Dee Quality Foods, 
assistant secretary. 


Mitchel Advanced 


William A. Mitchel, formerly in 
charge of coordinating merchan- 
dise activities of the distributing 
branches of United States Rubber 
Company, New York, has_ been 
appointed assistant manager of 
distributing branches, with head- 
quarters in New York. He suc- 
ceeds Henry G. Noss who has been 
made manager of _ distributing 
branches. 


NO RUBBER CEMENT 
NO WAITING 
NO GUESSWORK 


E-Z Frisket comes to you prepared with \ 
the adhesive already on the back. You 
simply peel off the protective backing 
and it's ready for use. 


What at da: E-Z Frisket is a 


thin, extremely 
transparent plastic film ‘coated with 
a special frisket adhesive. 


—_ easily re- 
How tt works ; You easil — 
per backing that POR nse the ad- 
hesive. You place the frisket film 
over your drawing or photograph. 
It instantly and easily adheres to 
your working surface. You then cut 
your frisket in the regular way. 


E-Z Frisket is extremely strong, cuts 
easily, makes sharp hair-lines and 
doesn’t curl at the edges. When 

are finished you simply peel the kim 
from the copy. There’s no cement 
or residue to remove and copy re- 
mains in perfect condition. 


Where Lo buy a, Your lo- 


cal dealer 
should stock E-Z Frisket. 
If he doesn’t —ask him about it. 


prices: D esk Roll ask 
5 yds. your 
dealer 
today 


or order direct from 


ARTHUR BROWN & BRO. 


7 West 44th 
\ * lees Meee ~ jail 
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To L. W. Ramsey 


Pfister Associated Growers, Inc., 
El Paso, Ill., has appointed L. W. 
Ramsey Company’s Davenport, 
Ia., office to handle its advertising. 


BURTON BROWNE 
ADVERTISING 


619 NORTH MICHIGAN AVE. 
CHICAGO 11 + DEL. 8300 
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Census Must Show Real Need 
for Data, Gallagher Opines 


Washington, Dec. 13.—Before 
promising his vote for the Census 
Bureau’s expanded program of 
marketing statistics—and walking 
out “to get a shave’—Rep. Wil- 
liam J. Gallagher, 70-year-old 
former Minneapolis street sweeper, 
displayed some of the homespun 
good sense that makes him so 


popular. His observation: It will 


By STANLEY E. COHEN, Washington Editor 


be tough going on the floor unless 


the committee can show that 
census programs are useful to 
business. 


So far, there is little more than 
the word of Census Chief J. C. 
Capt, for marketing groups have 
yet to appear, and few marketing 
men have registered their opin- 
ions. Mr. Capt. had some rough 
going, and was saved only by 
timely arrival of a_ telegraphic 
endorsement from A. C. Nielsen 


Advertising Age, December 17, 


Company, Chicago, and a capable 
statement from the Cotton Coun- 
cil. 

Ordinary trade associations have 
displayed little or no interest in 
the program. Possibly gun shy 
from wage-price fights, they fear 
that government statistics will pop 
up in hostile hands. Or perhaps 
these associations have misgivings 
lest government invade their pri- 
vate statistical preserves. 
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Unwillingness of Congress to 
work out a peacetime military 
policy by March 15, when the 
drafting of men under Selective 
Service probably will stop, will 
leave the armed forces with a big 
“merchandising” job—to sell vol- 
untary enlistments to 2,257,000 
men. As it looks now, Army will 
want 1,000,000; Air Forces 600,- 
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A RESPECTED TRADE NAME IS 
A VALUABLE ASSET 


The name LEDERLE is a symbol that for decades has been associated with 


NEW YORK CLEVE 


dependable pharmaceuticals and extensive research in medical science. 


That name is being kept active in the minds of the public on many pleas- 


ing and highly ethical lithographed displays supplied to druggists by 


Lederle Laboratories, Inc., to help keep store windows and counters inter- 


esting and attractive. YOUR trade name or trade-mark is one of your 


most valuable assets—keep it prominent at points of purchase and points 


of use. We can help you maintain recognition of your trade name. 


LAND 


CHICAGO 


ROCHESTER 


000; Navy 567,000, and Mar nes 
90,000. 

us o oe 

Like most government agen: e; 

FTC has its ear to the ground ¢g 
it is no surprise that the new s))r- 
vey of the wholesale baking n- 
dustry, which marks postwar ~-e- 
sumption of the commissic»’s 
economic work, will be especia |ly 
designed to “ascertain the effects 
of wasteful and uneconomic pr: c- 
tices on postwar opportunities of 
small business ventures, particu- 
larly those of individuals released 
from the armed forces.” In order- 
ing a study of price, cost, market- 
ing and distribution of baked 
goods, FTC points out that War 
Food Order No. 1, which forbids 
wasteful practices, like return of 
stale bread, will terminate “at 
the "end of the emergency.” 
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Small business committees on 

both sides of the capitol are 
scrambling to line up votes for 
renewal of their appropriations, 
While it seems inconceivable that 
either of these committees could 
fail to survive, it is interesting to 
see how they work for support. 
The Senate group scheduled an in- 
tensive study of OPA; the House 
group sat quietly, let its friends, 
including Bill Harder of the Na- 
tional Federation of Small Busi- 
ness, scout the hostile camp. In- 
cidentally the House (Patman) 
group reports that Harder’s or- 
ganization, with 65,000 members, 
is the largest of 13 known small 
business associations. (Total mem- 
bership for 13 is 120,000.) 
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One of the most _ interesting 
brands of price control economics 
is the “flash inflation” brand— 
the one which argues that freed 
from price controls, a particular 
industry will produce so much 
that reasonable prices will soon 
be restored. During the week, we 
heard a radio manufacturer ex- 
pounding this theme, only to face 
contradiction from an auto execu- 
tive. “Take off price control,” 
the auto man said, “and labor de- 
mands will go up so fast you won't 
have any production at all.” 


Five Join JWT 

Four servicemen have returned 
to their jobs at J. Walter Thomp- 
son Company’s San Francisco of- 
fice—Joseph F. Mannion, Gurden 
Mooser and Robert Shirey, account 
representatives,’ and Ross Hardy, 
copy and production: department. 
John J. Wiley, a newcomer, has 
joined the media department to 
help handle radio time placement. 
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SINCE 1940 


St. Petersburg has doubled its 
population in 15 years and in- 
creased 42°, since 1940. Its 
85,184 resident population 
1945 State Census) . . . plus its 
arge winter tourist population 
. « « will make it a city of 
150,000 for the next six months. 


The whole Tampa-St. Peters- 
burg Market is one of. Amer- 
ica's best—and St. Petersburc 
is the cream of this market. 
Wise advertisers use St. Peters- 
burg's own newspapers. No 
Tampa paper has as much as 


1945 


400 average daily circulation 
here. 
e@e 


ST, PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) _ 


Reoresented nationoliv by 


Theis & Simpson Co., Inc.| 


by V. 4) Obencour, Jr, Jocksoneill® 
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“| Never Underestimate the Power of a Woman! 
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LADIES HOME JO URN AL 


THE MAGAZINE WOMEN BELIEVE IN 
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Conatitution Staff 
“GOODBYE, PRISON FEARS”—Robert Elliott Burns waves his priso 
papers in a farewell salute to Fulton Tower, behind whose bars he se 
1922 before becoming a celebrated fugitive. The author of “I Am a Fu 
Georgia Chaingang,” voluntarily came to Georgia from his New Jersey r@ 


UNWRITTEN CHAPTER | \ 


Prison Shadows, Clank of Ch ‘| 
Shaken From Life of Robert 


By LORRAINE NELSON 
He is a free man today, figuratively a man without a shadow, but Robert & 
oes not expect to add this happy ending to his book, “I Am a Fugitive Fro 
haingang.” 
The book that made his a “cause celebre” throughout the nation, and, for 
1e world, will remain as it now is written. 
The final chapter that brought a true story-book conclusion to the part of 
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hain Gang Fugitive Risked 
pedom to Clear His Name 


Mrs. Robert E. Burns, wife of the famous Fugi 


tive from a Georgia Chain Gang, hears the glac 
news that her husband has been cleared by ¢ 
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Robert Elliott Burns (right) discussing his case with Governor Ellis 

Arnall of Ceorgia prior to appearing before the board. ee 

in center is John Shuttleworth, editor of “True Detective Maga- 
sine,” who accompanied Mr. Burns to Georgia 
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Know the "A-B-C's" of Good Radio Coverage! 


IN KVOO'S DAYTIME HALF-MILLIVOLT 


102% 


as compared to 


ENTIRE STATE OF 
_OKLAHOMA 


Including bonus counties in 
Missouri, Kansas and Arkansas, 
making the KVOO market — 


Oklahoma's No. | Market. 


50,000 WATTS 
ULSA, OKLAHOM 


Inflation Crisis 
Halts ‘De-Control’: 
Alibis in Order 

All Agree, However, 


that Production Is 
Answer to Problem 


Washington, Dec. 11.—Adminis- 
tration leaders are hoping that 
production will rise in a mighty 
flood after the first of the year, 
and wash away the serious infla- 
tionary situation which has de- 
veloped in recent weeks. 

How this inflationary crisis de- 
veloped remains unexplained, but 
the answer, everyone agrees, is 
production, more production—and 
more production. 

It may have resulted, as Con- 
gress hears from so many sources, 


Advertising Age, December 17, | 94; 


from strikes and from OPA pric- 
ing methods which allegedly dis- 
courage and distort production 
patterns. 


Blames ‘Production Strike’ 


On the other hand, it could stem 
from a “production strike” which 
labor says has held up shipment of 
goods until the first of the year. 
Most observers here believe that 
all of these complaints have con- 
tributed. Wishfully or otherwise, 
they say the production delay 
stems from a variety of things 
which will be out of the way soon, 
so that shipments will begin to 
flow. 

One thing now appears certain: 
There will be no further relaxa- 
tion of government restrictions un- 
til more goods begin to reach the 
market. 

President Truman was forced to 
restore priority control over build- 
ing materials this week because 
home builders found they could 
not obtain bricks, lumber and 
other items without assistance. 

The controls had originally been 
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PLASTICS PREFERRED 


The history of Nixon Cellulose Plastics is, in part, the 
history of Lewis H. Nixon whose colorful career em- 
braced many different fields of activity ...Head of his 
class at Annapolis in 1882... Outstanding naval archi- 
tect and designer, in 1890, of the battleships Oregon, 
Indiana, and Massachusetts... Organizer of the 
Crescent Shipyard, Standard Motor Construction Co., 
International Smokeless Powder Co. and, of course, 
Nixon Nitration Works... Public Service Commissioner 
of the State of New York... Envoy Extraordinary and 


Minister Plenipotentiary representing the United States 


Like other founders of the plastics industry, Lewis Nixon 


ODERN 


LASTICS MAGAZIN 


. +» the only ABC plastics paper . . . the 
field's established institution . . . one 
of America’s great industrial publications 


rms 
bd 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 17, N. Y. 
Chicago + 


Washington - 


Cleveland 


foresaw their future and their present widespread use. 
Nixon Cellulose Plastics are known and used the world 


over. Nixon advertisements have been appearing in 


MODERN PLASTICS for many years. 


® 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 


Los Angeles 


abandoned on the insistence of ‘he 
industry. Industry assumpti y< 
about the operation of econo jjc 
laws crumbled in the face of 
shortage realities. 

The significant thing about || 
the economic arguments advan: eq 
by both industry and governm: nt 
these days is that neither pa: ty 
can be sure of its case. Indusiry 
made a very bad guess in hois- 
ing; government did even wo)se 
in estimating the amount of un- 
employment that was to follow 
cancelation of war contracts. 

Burned by premature release of 


housing materials, the administra. | 


tion is not likely to remove adci- 
tional controls until it can be sure 
that supplies will be sufficient to 
meet demands. 

This is particularly true in pric- 
ing controls. OPA Chief Chester 
Bowles said Monday his de-contro] 
plan has been slowed down be- 
cause the economy has failed to 
“deflate” as economists assumed 
on V-J Day. 


Lower Income Predicted 


Supposedly, there were to be 
6,000,000 to 8,000,000 unemployed 
this winter and next spring. In- 
come payments were to fall per- 
haps 30%. Prices generally were 
to “soften” as a result of reduced 
buying power. 

Instead, unemployment never 
exceeded 1,500,000 despite rapid 
demobilization of the armed 
forces. Income payments to in- 
dividuals in October ‘recovered to 
a rate equal to the record year of 
1944 and only 4% below the July, 
1945, peak. Except in munitions, 
most production and primary dis- 
tribution maintained an _ unex- 
pected pace and there have not 
been marked repercussions _ in 
prices. 

Retail sales in October were the 
highest of any month on record 
except December, 1944. They 
were 12% above October, 1944. 


Prices Climb Swiftly 


OPA experiments in de-control 
have been disappointing. Coco- 
nut, decontrolled, quadrupled in 
price to the discomfort of candy 
manufacturers. Citrus fruit, in 
plentiful supply, climbed high. 

Perhaps the answer is in the 
fact that food store sales are now 
up 9%, clothing store sales up 21%. 
Demand in these lines exceeds 
the supply, previously considered 
“safe.” 
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““‘1 WANT THIS 
KIND, MOM...” 


Children’s preferences as to food, clothing 
... and a host of other things are influenced 
by what teacher says and does. And wien 
little Susie or Tommy wants something 
badly enough, Mother soon buys it. | '¢ 
wants of 25 million school children are 1- 
portant “‘buy-words” in most Americi0 
homes. 

Start this teacher-to-student-to-home °- 
fluence working for you through the pas 
of 43 official State Teachers Magazines 

With 710,000 teacher-subscribers, th. °¢ 
publications reach a market of major 
portance. They are teachers’ “trade pape! 
They defend her interests. That’s why t 
gain a triple acceptance for your story tt 
speedily translates itself into sales. 

Buy complete 43-state coverage, or ‘ 
combination of one state or more. W 
State Teachers Magazines, Inc., 307 
Michigan Ave., Chicago 1, for compl ¢ 
details. 

Georgia C. Rawson, Manager 

Reaching America’s Most Influential Market 


State Teachers 
MAGAZINE 


An association of 43 state teachers magazi"’s 
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The Sign of the Grapes 


at Philadelphia .. . in 1790, the cosmopolis, capital of the 


country, and largest city of the land... drew Federalists with 


gold headed canes, snuff boxes, and powdered periwigs to 
see the wondrous Wax Works... “the famous figur’d as in 
life, classic models, mythological personages ... Wm. Penn, 
Columbus and Cortez... the Medusa and the Medici, 
Savage and Victim, Bluebeard, Babes in the Wood, 


King Cophetua and the Beggar Maid, a Mermaiden . . . and 


Sa aa 


great stocks of pictures, marble busts, and bass rilievos 


29 


gather’d at great expense, from every clime and country... 


© owen op a eae 


ANCIENTLY the Grapes symbolized entertainment, and 
might be taken as the newspaper’s mark. For the 
modern press searches the world for stories which intrigue 
the interest, gathers the unusual and the unique, throws 
new light on the commonplace . . . offers news events 
and comics, sports and society, pictures the droll and dramatic, 
the gay and gauche as well as the grave ... covers foibles, 


fads, and the famous, the mirthful and melancholic, 


side-lights the passing show . . . each day presents 


afresh the panoramic pageant. 


Topay IN PutLapecpuia, the Inquirer exhibits current 
events to 575,000 families with currency, taste, and prestige 
... gives a growing gate to national advertisers and local 


merchants as its linage record amply attests. 


o + Bowen's Museum 

at the Sign of the Grapes 

Che Philadelphia Inognirer ere 
the Pennsylvania Gazette, July 28. 1790. 
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Scent Communique 


To the Editor: Something in 
the way of advertising is coming 
soon. Especially in advertising of 
perfume. Some of the large com- 
panies are planning to have large 
advertising signs that will squirt 
the actual perfume on the passers 
by. This will be a good ad for the 
perfume of course. When the man 
returns to his home at night, the 
wife is going to demand who he 
was out with last night. He can 
throw her off the scent by telling 
her that it was only one of those 
perfume squirtin ads down town. 
He happened to get some squirted 
on him as he passed by. They 
probably will not advertise but 
one brand on each street to keep 
from getting it mixed with other 
brands. You will get a smell of 
this perfume as you go by, per- 


This department is a reader’s forum. 


re 


haps they will tell you by loud 
speaker what kind it is and where 
you will be able to purchase it at. 
THOMAS F. MARTIN, 
Mt. Airy, N. C. 


Applicant Asks “Where 
Do I Go from Here?’ 


To the Editor: Back in my col- 
lege days, my professor of adver- 
tising suggested ADVERTISING AGE 
as a source of study and research. 
That was about five years ago, and 
since that time I have read Ap- 
VERTISING AGE with as much, or 
possibly more, enthusiasm as the 
agency men. 

After attending college for ap- 
proximately two and _ one-half 
years, my finances were depleted 
and I ventured into the markets 
for a job. This is what I found: 
Advertising agencies were not in- 


Letters are welcome. 


terested im taking in individuals 
without advertising experience. I 
had majored in business admin- 
istration, and had more class room 
time in advertising than any other 
subject. 

It did not take me long to dis- 
cover that all the advertising I had 
studied and that in spite of my 
eagerness to learn the copywrit- 
ing phase of advertising, that I 
was actually seeking the practi- 
cally impossible. I finally accepted 
a position with the largest manu- 
facturer of automobiles as a field 
representative, doing sales promo- 
tional work among dealer type or- 
ganizations—and I was very suc- 
cessful. Then Pearl Harbor came 
along and, of course, a lot of us 
were not needed in field work and 
I secured a position with a West 
Coast firm, and believe it or not, 


New FM Survey 


In view of the controversy over the new 
allocations and their effect on the pres- 
ent FM set owner, Radio-Craft contact- 
ed the leading manufacturers and FM 
broadcasting companies, asking the fol- 
lowing questions: 


1. What is your opinion as to the 
effect the new allocations might 
have on the sales of FM? 


2. What will happen to the present 
FM sets? 


3. Do you (in the case of the manu- 
facturers) intend to put out a ser- 
vice bulletin informing the radio 
serviceman how to proceed in the 
service of your FM sets? 


4. Would you recommend converter 
units for the present FM sets? 


5. Would it be better from your stand- 
point if the user were to return the 
set to your factory's repair depart- 
ment rather than have a service- 
man repair it in his shop? 


6. What effect, in your opinion, will 
this new set-up have on television? 


7. What do you plan in post-war FM? 


The replies appear in Radio-Craft. 


December. 


General consensus of opinion was that. 
the shift will increase sales; market pos- 
sibilities will in no way be affected; new 
sets are proposed or are already in pro- 
duction in most plants; and opinion is 
divided as to what to do with the sets 
now in use. Since the average set is 
about 4 years old now, it might be ad- 
visable to “turn it in for a later model.” 


Proximity Fuze in Peacetime 


Peacetime uses for the proximity fuze 
can easily be envisaged. Instead of blind 
persons using seeing-eye dogs, a compact 
little instrument can readily be designed 
whereby the blind person wearing a spe- 
cial hearing device will be able to walk 
through crowded streets without collid- 
ing with pedestrians, walls, or vehicles. 
Radio waves reflected back from such 
objects will make stronger or weaker 
sounds in the earpiece which can be 
readily interpreted by the blind man. 
Such a device can be manufactured 
cheaply. It has often been said by radar 
engineers that for collision prevention 
of trains, automobiles etc., radar is not 
the best solution; the reasor given usu- 
ally is the great weight ana complexity 
of radar apparatus as well as high cost, 
running into thousands of dollars. 

The proximity fuze idea incorporated in- 
to trains, automobiles, and planes does 
not have these disadvantages. Bulk will 
be very small and cost will be reason- 
able. Certainly every airplane can afford 
to install such a proximity device so that 
accidents of the type that occurred this 
summer when an airplane collided with 
the Empire State Building, may never 
have to happen again. 

Rear-end collisions between trains also 
should be a thing of the past, if trains 
adopt the same means, Even automobiles 
could have their brakes automatically set 
when the car approaches a vehicle or 
wall to within a certain distance. Many 
other uses of the proximity fuze can 
readily be worked out. You will see 
many during the next decade. (From an 
editorial by Hugo Gernsback in Radio- 


Crujt, December. 


German Radar 


It can now be told that at the start of 
the war between Germany and England. 
the Nazi scientists were months ahead of 
the British in radar development. This 
was natural, since Germany was intent 
on creating war and was preparing for 
it; whereas the English were not so bel- 
ligerent. 


But this scientific unbalance was recti- 
fied within a few short months after war 
began. Soon the Allies outdistanced the 
Germans. And from that time we moved 
ahead consistently in greater and great- 
er strides, developing and perfecting our 
systems of radar. 


Even though they lagged behind, how- 
ever, the Germans continued their scien- 
tific efforts in the field of radar research. 
Until 1942-43—when the Nazis made a 
grave error. 


They wantonly drafted many of their 
trained and experienced technicians, ex- 
perimenters, and scientists, to fill sud- 
denly vacated “positions” in combat 
branches of their army. It was the belief 
of the German general staff that they had 
adequate technical equipment to win the 
war and they considered further radar 
development to be useless. 


Within a year after this fatal decision 
they were proven wrong. But it was then 
too late to turn back. From that time, 
American and British radar, jointly, sur- 
passed German equipment at every turn. 
An extended article on German radar, 
providing technical descriptions and pho- 
tographs, will be found in Radio-Craft, 
December issue. This is the first radio 
publication to reveal the secrets of Ger- 
man radar. 


Television Crime Fighters 


Television, will play its part in fighting 
crime at the end of the war. It will be 
possibe to erect television transmitters 
in police headquarters of one community 
and “televise” a lineup to another police 
headquarters in a city many miles dis- 
tant. New York already uses television to 
transmit pictures of missing persons and 
wanted criminals to the various pre- 
cincts. True, the range of a televised 
signal seldom exceeds 50 miles with full 
clarity, but by means of “boosters” trans- 
mitters it may be possible for authorities 
in a half dozen metropolitan centers to 
observe, simultaneously a lineup of 
criminals, 


Even more startling, from a crimefight- 
ing viewpoint is the development of 
portable television transmitters which 
may be installed in police cruisers. A 
tiny screen located on the dashboard, al- 
lows cruising patrolmen to see as well as 
hear their dispatcher. And a television 
camera mounted on the running board 
will instantly televise holdups, traffic ac- 
cidents and other occurrences back to 
police radio headquarters in a matter of 
seconds, 


Fantastic though it may seem, radar may 
well be employed by police prowl ve- 
hicles to scientifically aim their ammu- 
nition at fleeing criminals. Oftimes in 
the heat of a chase between police and 
criminal, marksmanship is understand- 
ably a little off the beam no matter how 
skilled the police marksman may be. 
Through the use of radar an escaping 
criminal will have less than one chance 
in a thousand of making good his flight. 


(Radio-Crajt, December). 


Postwar Radio Shop 


The population of a communi‘~ 1s an 
extremely pertinent consideration for the 
serviceman-to-be. In general the follow- 
ing table is applicable, allowing for mi- 
nor discrepancies and exceptions which 
must be anticipated. 


A community of inhab- 


Radio Service 


itants can support Shops 
$00 - 2000 - - --- -i] 
Sw RMD «ss es 2 0 B58 
5000 - 15000 - -°- - -4-5 
15,000 - 30,000 - - - - -6 
30,000 - 50,000 - - 8 


50,000 and over - more than 9 


“Super Market executives have in almost 
every instance made a profoundly elab- 
orate survey of traffic—both pedestrian 
and motor-—which may be anticipated 
in virtually every section of a town or 
city. If the radio serviceman locates in 
close proximity to a “super market” he 
will more than likely find his service 
shop catering to a satisfactory consumer 
group. 

Surveys are now available, showing how 
many radio sets break down yearly. 
Such estimates, coupled with a fair es- 
timate of the number of radios in the 
area in which the service shop is to be 
located, give an idea of the maximum 
business obtainable. (Radio-Craft, De- 
cember). 


U. S. Carrier Radar 


The cover of the forthcoming December 
issue of Radio-Crajt shows part of the 
CIC (Combat Information Center) or 
radar room ,with its plotting board of 
plexiglas in use on a United States Car- 
rier. In the same issue is an article de- 
scribing such radar operations. Such old 
friends as the A Scope, the J Scope, the 
B Scope, the AA Scope, and the PPI 
(plan position indicator) are in every- 
day operation on U. S. Carriers. 

An interesting new communications sys- 
tem on U, S. Carriers is the TBS (Taik- 
Between Ships}, a 60-80 megacycle trans- 
ceiver for intership and ship-to-shore 
liaison operation. Its main function is as 
a command set between ships of the 
same fleet. The only disadvantage of this 
unit is that it is subject to freak opera- 
tion and sporadic reflections. Theoreti- 
cally it is supposed to be limited to line- 
of-sight transmission but on occasions it 
has been heard 130 miles distant and 
on at least one occasion a signal was 
picked up at a distance of 620 miles. 
The TBS uses modulated continuous 
wave (A2) signals usually but can also 
be used as an A3 (voice transmission) 
set. 


Send for a 
Sample Copy of: 


Radio-Electronics 
In All Its Phases 


25 WEST BROADWAY 
NEW YORK 7, N. Y. 


Advertising Age, December 17, 1545 


as a production engineer. My 
work entailed the coordination of 
the production and planning de- 
partments between the subcon- 
tractors for the prime contractor. 
After two years of that, I enlisted 
in the Army Air Corps as an air 
cadet and from then on it was the 
flying business until my recent 
discharge. 

Recently your editorial dealt 
with the “Recruiting of Advertis- 
ing Men.” It is exactly the type of 
plan the individual who wants to 
learn the advertising business has 
been seeking. 

Now, I want to get into an 
agency and learn the advertising 
business from the ground up, and I 
am not particular where I begin, 
but I at least want to know that 
I will not be sitting on the ground 
floor when the building goes up. 

Old Aesop Glim and other good 
authors of agency copywriting 
have occupied my evenings’ study 
fora long time—so certainly I have 
more than a basic understanding 
of copywriting qualities. Further- 
more, I would not want to get into 
copywriting if I did not sincerely 
believe that I could write effec- 
tive copy. 

So I ask you—where do I go 
from here? 

WILLIAM D. ROHLF, 

214 9th Ave. W., Ashland, 

Wis. 
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St. Louis Community 


Papers Omitted in Story 

To the Editor: The Nov. 26 
issue of ADVERTISING AGE carried 
a story on shopping newspapers, 
which, while sound, does not tell 
the whole story of Controlled Cir- 
culation Newspapers. 

You state, “Among cities of 
more than 500,000 population, 
only Boston, New York, Phila- 
delphia and Pittsburgh do not 
have a city-wide shopping news- 
paper.” St. Louis has none, and 
certainly would come within the 
500,000 population classification. 

Since neither St. Louis nor the 
Accredited Community News- 
papers of St. Louis, Inc., were 
mentioned, it might well be im- 
plied that national advertisers, 
many actually named, do not use 
the Accredited Community News- 
papers of St. Louis. The opposite 
is true. The James A. Coveney 
Company has represented us na- 
tionally for about six years. We 
receive advertising schedules on 
practically all of the products 
named. 

A report on circulation, dated 
Aug. 15, 1945, prepared by Price 


Waterhouse & Co., is available to 
advertisers. This report confirms 
our circulation of 186,322 ix 
months average). Our mem ey 
newspapers are respectively 10, 
11, 23, and 31 years old. Our vol- 
ume of advertising is, we believe 
equal to any weekly newspaper in 
America, 
A. M. SHUMATE, 

Manager, Accredited Commu- 

nity Newspapers, Inc., St 

Louis. 


Price Doesn't Like 
Flies in His Coffee 


To the Editor: Upton Sinclair 
is supposed to have said of “The 
Jungle”: “I tried to touch the 
people’s hearts; instead, I seem 
only to have turned their stom- 
achs.” 

I do not like flies or even honey- 
bees in my coffee. For this reason 
the cartoon ad featured in the 
Creative Man’s Corner in your 
issue of Dec. 3 doesn’t incline me 
to buy Folger’s coffee, or any other 
coffee for that matter. 

Hence, I cannot agree with the 
Creative Man that this particular 
sample is a good example of a 
“really successful cartoon.” Good 
taste (read it either way you 
like) seems to me to be a must 
in food and beverage advertising. 
In straining for the camel of at- 
tention, this cartoon would have 
us swallow a gnat. 

GEORGE LOGAN PRICE, 

Institute of Product Research, 

Los Angeles, Cal. 
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Not a Chance 


To the Editor: Sa uoy daer siht 
I epoh uoy era sa yppah sa I saw 
nehw I daer eht meti touba Werd 
Nosraep ni eht Tco. 29 eussi fo 
GNISITREVDA EGA. Did uoy reve 
yrt gnilleps sdrow esiwedis rof a 
egnahc? S’ti yhcaep nuf! 

ApLisAac V. NOSNIKTA, 
Gnisitrevda Selas Hcraeser, 
Mraf Lanruoj, Aihpledalihp. 


Natural Tie-up? 

To the Editor: Re that state 
motto of Kentucky mentioned by 
Copy Cub—“United we _ stand, 
divided we fall”—I had always 
thought it was just a natural 
tie-up with that famous product 
of the state—old Kentucky bour- 
bon. 

GENE McCaic, 

David C. Cook Publishing 

Company, Elgin, Ill. 
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Building Supplies 
Increasing—But 


Controls Are Back 


Albany, N. Y., Dec, 12.—Pro- 
duction of building materials, re- 
stored this week to government 
priority controls, is on the up- 
swing and supplies will be “rea- 
sonably fair by summer,’ Under 
Secretary of Commerce Alfred 
Schindler told the Golden Jubilee 
of New York State building in- 
dustry employers here today. 

In estimating improvement in 
the materials situation, however, 
Mr. Schindler predicted that even 
with work stoppages and bad 
weather “we should just about 
skim through early spring” and 
that by early fall “materials 
should be available to meet all 
building needs.” 

He called on builders to help 
remove four obstacles impeding 
construction of “houses people can 
afford to buy.’ These obstacles, 
he said, are: 

1. Lack of effective price con- 
trol on land values, on construc- 
tion and on finished houses; 

2. Lack of year-around work 
and assured annual wage for the 
industry’s workers; 

3. Oppressive and restrictive 
practices by some suppliers, and 
restrictive agreements between 
management and labor in the con- 
struction field; 

4. Continuance of antiquated | 
municipal building codes. 


Asks Price Control Support 


“Responsible and _ legitimate 
business men in the building in- 
dustry should champion and sup- 
port needed price control legisla- 
tion,’ Mr. Schindler said. “This 
legislation should remain in effect 
until all the dangers necessitating 
it have safely passed.” 

The Patman bill, setting up a 
“housing coordinator” to stabilize 
the economy of the housing in- 
dustry, is “a direct and forthright 
approach” to stimulate housing 
production, he said. 

Mr. Schindler called for indus- 
try action to end retailer-enforced 
agreements against manufacturers, 
and other restraints, like those 
whereby plumbers and electricians 
refuse to install equipment unless 
they supply it. He called for an 
annual wage, pointing out that 
workers averaged only about 30 
weeks of work per year in the 
industry. 

“The building industry will not 
find itself alone in fighting these 
restrictions,” Mr. Schindler prom- 
ised. “The Department of Com- 
merce now has a new construc- 
tion division which was organized 
to assist every phase of your busi- 
ness. 

“This division will concern 
itself with promotion of year- 
around construction, the removal 
of restrictive clauses in building 
codes and the removal of costly 
labor-management restrictive 
agreements.” 


Yorke Joins Rubin 


C. B. Yorke, formerly general 

manager of Science Illustrated, 
‘ew York, and assistant to the 
ditorial vice-president of Time, 
ne, New York, has joined E. 
‘obert Rubin Publications, New 
rk, as general manager of Avia- 
on Review, Best Stories, Correct 
nglish, Homemaker, Movies in 
eview, Scientific Detective and 
tence Pictorial. Mr. Yorke also | 
erates his own publishing com- 
iny, Yorke Books. 


With a circulation guarantee in- 
ease of 20%, Dell Modern 
roup, published by Dell Pub- 
hing Company, New York, will 
fect new rates with the July, | 
446, issues, involving an 8% in- 
ease per page. The print order 
n the Modern Group for Febru- 
ry is 3,795,000, largest in its his- | 
ry, said George T. Delacorte Jr., 
ublisher. 


| 

ies | 

Jell Ups Rates | 
| 

| 
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‘Bakers Weekly’ to Pay 
Agency Commission 
Bakers Weekly, New York, has 
announced that in connection with 
the issuance of a new rate card, 
it has included payment of a 15% 


agency commission. The new card 
is effective Jan. 1, 1946. 


Ayer Promotes Frazer 


John E. Frazer has been ap- 
pointed associate copy director of 
N. W. Ayer & Son. Mr. Frazer 
joined Ayer in the copy-detail de- 


partment, and was_ transferred 
later to the editorial bureau where 
he has been responsible for such 
campaigns as Steinway, Bell Lab- 
oratories and Capehart. 


Adds ‘Ready To Wear’ 


To its list of 10 merchandising 
magazines, Haire Publishing Com- 
pany, New York, will add Ready 
To Wear, publication devoted to 
women’s ready-to-wear apparel] in 
all branches. First issue will ap- 
pear in 1946, with full details to 
be announced at the Jan. 7 con- 
| vention of the National Retail 


| Dry Goods 
| York. 


Association in New 


Paquette Promoted 


Westinghouse Electric Corpora- 
tion, Pittsburgh, has appointed 
A. L. Paquette, formerly eastern 
division sales manager for the 
company’s aviation section, as 
manager of the section. The sec- 
tion at the same time has been 
transferred from the _ industrial 
sales to the marine sales depart- 
ment, and the latter has been re- 
named the marine and aviation 


sales department. 


31 


Appoints Cayton 


Universal Plastics Corporation, 
New York manufacturer of molded 
plastic products, has appointed 
Cayton, Inc., New York, effective 
Jan. 2, to handle a general maga- 


|zine and business paper campaign. 


Appoints Kircher 

Leland Electric Company, Day- 
ton, O., motor manufacturer, has 
appointed Kircher, Helton & Col- 
lett, Dayton, as its agency. Trade 
publications, direct mail and busi- 
ness magazines will be used. 


Year in, year out—for more than 20 years—hun- 
dreds of thousands of active men have enjoyed. 
the exciting, authentic films of the world’s great- 
est fishing and hunting motion picture library— 
the first of its kind and the only one produced by 
an outdoor magazine. 


Field & Stream movies, made in collaboration 


with Pathe, are ‘ 


‘professional” in conception and 


execution; technical direction by Eltinge F. 
Warner, publisher of Field & Stream. Shown in 
thousands of theatres across the country through 
RKO, each movie is seen by more than fifteen 


million people. 


Thus millions get a dramatic 


Years! 


introduction to hunting and fishing —a legion 
of new hunters and fishermen “manufactured” by 
Field & Stream each year. 
Field & Stream not only se//s the cream of the 
mighty and increasing outdoor market, but builds 
the market for you and the things you make. 


America’s Number One Sportman’s Magazine 
Now Celebrating Its 50th Anniversary 


FIELD & STREAM PUBLISHING COMPANY 
515 MADISON AVENUE e NEW YORK CITY 22 
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Beer Sales Fight 
Grows as 4 Top 
3 Million Barrels 


Busch Is Still First, 
but Schlitz, Pabst 
and Ballantine Gain 


New York, Dec. 13.—For the 
first time, four American brewers 
—Anheuser-Busch, Schlitz, Pabst 
and Ballantine—will have _in- 
dividual sales volumes at or above 
the 3,000,000-barrel mark in 1945, 
ADVERTISING AGE has learned. 
Seven others probably will sell 
more than 1,000,000 barrels each 
this year. 

Although increases of the lead- 
ers and the industry as a whole 
generally were slight this year, 
due to problems of materials and 
transportation, the 11 leaders now 
represent more than one-fourth 
of sales of all the 460 breweries 
in the country. 


Industry Gains 1.4% 


In the first 10 months of 1945, 
the industry as a whole sold 68,- 
276,541 barrels, a gain of only 1.4% 
from the 67,304,462 barrels sold 
in the parallel period of 1944. For 
the year 1945 sales probably will 
go over the 80,000,000 mark. This 
would compare with 79,233,410 
barrels for 1944, and 72,130,613 
for 1943. 

Anheuser-Busch, Inc., St. Louis, 
estimates its 1945 volume at 3,- 
527,000 barrels, or slightly less 
than the estimate of 3,690,000 for 


this company for 1944. 
Schlitz Brewing Company, Mil- 
waukee, second in sales in recent 
years, also experienced a decline, 
from 3,245,769 in 1944 to about 
3,050,000 in 1945. 

Meanwhile, Pabst Brewing Com- 
pany, Chicago, expanded from 2,- 
850,000 to an estimated 3,025,000 
this year, and P. Ballantine & 
Sons, Newark, moved up from 
about 2,800,000 to about 3,000,000. 
Ballantine’s growth of about 600,- 
000 barrels between 1943 and 1944 
was due in part to its acquisition 
of Christian Feigenspan Brewing 
Company, Newark. 


Plans Eastern Plant 


Anheuser-Busch, however, is re- 
ported to be preparing to pass 
the 4,000,000-barrel mark as soon 
as restrictions are eased. As part 
of these plans, the company has 
purchased an 18'%-acre site in 
Newark, on which it will build 
a $16,000,000 brewery almost com- 
parable in size with the main 
brewery in St. Louis. 

Although the Big Four have 
moved out of the 2,000,000-3,000,- 
000-barrel group in recent years, 
others are moving into it. F & M 
Schaefer Brewing Company, 
Brooklyn, fifth in national sales, 
will hit the 2,000,000-mark in 
1945, a slight increase over its 
figure of 1,931,000 in 1944. Jacob 
Ruppert Brewer, New York, 
which a decade ago ranked first 
in the nation, is now moving for- 
ward—from 1,781,454 in 1944 to 
an estimated 1,900,000 this year. 
Schaefer confines its sales pri- 
marily to the New York metro- 
politan area. Liebmann Breweries, 
Inc., Brooklyn, pushed its volume 
from 1,275,000 in 1944 to 1,320,- 
000 in 1945. ' 

Liebmann is now about even 


ie 
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CHICAGO OFFICE SAN FRANCISCO 
612 N. Michigan Av. 564. Market St. 


QUICK FROZEN FOODS, which has been pub- 
lished for eight years and is the first magazine in 
the frozen foods industry, 
several new competitors this month. We hope the 
competition will be good and that it will focus more 
and possibly, to QUICK 
FROZEN FOODS Magazine. 


We also wish to announce that QUICK 
FROZEN FOODS is now an ABC pub- 
lication with a paid coverage of 5600 as 
Ist, and a total circulation of 
has 
readership of frozen food packers, dis- 
tributors, locker operators, refrigeration 
appliance distributors .. . 
everyone who comes under the common 
denominator of quick freezing. 


“The Magazine that grew up with the Industry” 


Published Monthly by 


E. W. WILLIAMS PUBLICATIONS, INC. 


82 WALL STREET e 


1411 


welcomes the entrance of 


an accepted 


in fact almost 


NEW YORK, N., Y. 
SEATTLE LOS ANGELES 
ith Avenue 541 S. Spring St. 


Joseph | 


with Acme Breweries, San Fran- 
cisco, and Falstaff Brewing Cor- 
poration, St. Louis. Current sales 
were not divulged by these com- 
panies, but Research Company of 
America, New York, estimated 
Acme at 1,308,875 for 1944 and 
1,008,390 for 1943, and Falstaff at 
1,255,000 and 1,226,266 for these 


years. Falstaff estimates 1945 
sales at 1,340,000 barrels. 

The same _ source. estimated 
Blatz Brewing Company, Mil- 


waukee, now controlled by Schen- 


gba 
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ley Distillers Corporation, at 1,- 
062,353 for 1944 and 919,785 for 
1943, and Duquesne Brewing Com- 
pany, Pittsburgh, at 1,016,000 for 
1944 and 960,000 for 1943. 


Colotyle Names Agency 

Colotyle Corporation, Seattle, 
maker of wallboard and mold- 
ings, has appointed Botsford, Con- 
stantine & Gardner, Seattle, to 
handle its account. Pacific Coast 
newspapers, magazines and busi- 
ness papers will be used. 


i, ane 


2 boat 


Four Name Golnick 

Leon S. Golnick & Associates 
Baltimore, has been named i, 
handle the advertising of Dream 
Hosiery Company, A. Krome 4 
Co., Morecorder Mfg. Company 
and General Products Mfg. Com- 
pany, Baltimore. 


Millard Joins Colton 


David L. Millard, formerly with 
Morse International, New York. 
has joined the New York staff of 
Wendell P. Colton Company as as. 
sociate art director. 
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Paper, Stationery 
Makers’ Prospects 
Rosy: Moore & Co. 


Philadelphia, Dec. 11.—Adver- 
‘ising expenditures by makers of 
paper, stationery and allied prod- 
ucts in the next five years will 
probably be 12% annually over 
their ad expenditures from 1941 
to 1944, Moore & Co., industrial 
analyst firm, reports in a survey 


Advertising Age, December 17, 1945 


on the paper and stationery field. 
The report is one in a _ series 
undertaken for the National Paper 
Box Manufacturers Association. 

Manufacturers in the paper field 
answered affirmatively, in 81.5% 
of the cases, to the question, “Will 
your firm increase its advertising 
in the postwar period?” 

Nearly three of four manufac- 
turers indicated that they will in- 
stall new labor saving equipment, 
but 53.4% believe that their pay- 
rolls will increase. Replies indi- 


cate the industry will not increase 
the number of its employes by 
more than 3%. About seven of 10 
said they expect their sales will 
increase in the next five years. 
Moore & Co. estimates sales of 
paper, stationery and other paper 
products next year will be slightly 
below those of 1944 and, in 1948, 
will reach a peak 5.7% over ’44. 


‘Food Mart’ Expands 
Food Mart News, semi-monthly 
publication serving the Chicago 


grocery trade, will be expanded 
to cover seven other metropolitan 
areas next year. Preliminary ar- 
rangements have been made to 
launch publication of an “addi- 
tion” to Food Mart News in 
Philadelphia within 60 days. 


Grover Starts Firm 


William S. Grover, formerly dis- 
play director of H. Pogue 
Company, Cincinnati, has opened 
his own organization, Grover Dis- 
plays, in Cincinnati, to specialize 
in display fixtures and materials. 


It’s Dad. 


He’s home. 


I. not the tree. 


almost not believing that in one short 


second he’ll have them both in his arms. Bill’s 


Right there, with Mother. Looking at them, 


heart 


in his eyes, Phyllis looking him over in slow 


wonder for the first time in her three years. 


And as his arms close around them in that heartbreaking hug 


— Please God, let me never have to leave them again! 


Never before have homes meant so much. 


Never before have so many millions 


of folks been making their own 


. their homes: Better Homes & Gardens. 


homes for the first time, or starting 


over again. Draw your own conclusions 
about the new importance to you of 
the magazine that’s written entirely 


for the families whose big love is 


The 1940 
Census Saye 


GREENVILLE, S. 6. 
("Popuiston’) 34,734" 


City population of Green- 
ville is listed at 34,734 be- 
cause city limits, 1% miles 
in radius, haven’t been 
changed since 1865, 


Gut Look... 


123,000" 
r 


PEOPLE 


Live within | 


, Menif 
CTY HALL 


Greenville is easily in the 
100,000 class—worthy of any 
advertising schedule—Green- 
ville County was first in 1944 
retail sales in South Caro- 
lina, with a total of $69,487,- 
000**. Look at 


carefully—include it in your 


Greenville 


campaign. 


103% in 


Greenville County—plus an 


family coverage 


average family coverage of 
62% 
ing area of 8 counties with a 
grand total population of 
402,600°*. 


in the Greenville trad- 


Represented Nationally by 
WARD-GRIFFITH COMPANY, INC. 


*1940 Census 
**Sales Management Estimates—1944 


GREENVILLE 
SA + 100 000 + 
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Names Headley-Reed 


Station WINX, Washington, 
has appointed Headley-Reed Com- 
pany as its representative. 


The Latest 


AIRLINE SCHEDULES 


AMERICAN AVIATION TRAFFIC GUIDE 


In use constantly by airlines and frequent 
air we gee and travellers. Publ and 
revised monthly. 

The Standard Guide to Air Transportation 
Timetables — Fares — Routings — Maps 


Subscriptions: $5.00 a year 


(12 monthly volumes and supplements) 


AMERICAN AVIATION PUBLICATIONS 
American Building Washington 4, D. C. 


Census Bureau 
Maps New Study 
of Retail Trade 


Will Cover 44 
Kinds of Business, 
Capt Announces 


Washington, Dec. 11.—As Con- 
gress continued its study of post- 
war marketing statistics, the Cen- 
sus Bureau today promised a spe- 
cial survey of retail trade to be 
taken shortly after the first of the 
year as a “benchmark” of sales 


,and inventories as business moves 


into its first peacetime years. 

Far from a complete Census of 
Business, the special survey will 
nevertheless cover 44 kinds of 
business and provide information 
by kind of business and size of 
store for geographic regions and 
the country as a whole, and for 
large cities and states. Informa- 
tion will also be published by 
sales size groups. 


Hearings Delayed 


Hearings on the official postwar 
census bureau program were ad- 
journed by the House census com- 
mittee after two sessions last 
week. They are to be resumed 
after the holiday recess Census 
committee chairman Rep. A. Leon- 
ard Allen (D.-La.) said. 


Consideration of the census 


Advertising Age, December 17, 1915 


program has been delayed, com- 
mittee members explained, in or- 
der that the House may take up 
“full employment” and _ other 
“must” legislation. Committee 
members sympathetic to the pro- 
gram feel that approval of the 
“full employment” legislation, call- 
ing for annual economic studies, 
would strengthen their position in 
sponsoring additional census 


| studies. 


Under the formal program, as 
outlined by Census Chief J. C. 
Capt, the Census of Business 
would be made on a nationwide 
basis every five years beginning 
in 1947, instead of every 10 years 
as present. Similarly, the Census 
of Manufactures would be made 
every five years, instead of every 
two years. 

The Census of Business, how- 


The American Home Reader-Consumer Panel on Postwar Home Buying and 


Building shows what an extraordinary market our 2,300,000 families really are. An 


unbelievably high percentage of them already have the plans, the money, the land, 


now. And a high percentage of them will buy your product, if you advertise it in... 


THE AMERICAN HOME 


us readers are different! 


When They Talk of a New Home. . . They Mean It! 
(But Are They Planning To Use The Products YOU Sell?) 


ever, would involve only a “sho; .” 
form providing basic data on salvs. 
employment and payrolls, relie.- 
ing small stores of detail wor. 
Census officials explain. 

Emphasis in the program wou! 
be on annual and monthly repor:.. 
gathered from a sample of ap- 
proximately 200,000 large estah- 
lishments, providing inventory an 
other ‘‘volatile” information. 


Prewar Survey Expanded 


The special survey of retail 
trade announced by Mr. Capt rep- 
resents an expansion of the pre- 
war survey that covered 18,000 es- 
tablishments in 34 states. In a 
sense a “test run” of the samples 
which will be used for the post- 
war monthly and annual surveys, 
it is to cover 100,000 establish- 
ments in all states. Retailers 
sampled in the special study will 
be drawn from a file of nearly 
200,000 leading stores assembled 
in preparation for establishing the 
permanent sample. The survey, 
however, will be entirely by mail, 
because no field personnel is avail- 
able now for personal calls. 

Officials make no effort to hide 
the limitations of this special 
study, but they feel it will pro- 
vide some useful data and at the 
same time indicate the accuracy 
of the mailing lists that have been 
assembled. At any rate, they say 
it will be better than the prewar 
sample which covered 34 states 
but excluded such important areas 
as New York and Pennsylvania. 


May Compare With Others 


The returns will be tabulated, 
Mr. Capt said, so that it will be 
possible for retailers to make a 
comparison of their own experi- 
ence in sales, inventories and sales 
inventory ratios with firms in the 
same kind of business of a com- 
parable size and in the same geo- 
graphic region. The 44 kinds of 
business will be arranged in 15 
groups: Food, general stores (with 


food), general merchandise, ap- 
parel, furniture-household-radio, 
automotive, filling stations, lum- 
ber-building, hardware, eating 
places, drinking places, drug 
stores, liquor stores (packaged 
goods), other retail stores, and 


second-hand stores. 


McCann Adds Service 


McCann-Erickson, New York, 
has established an associate-agency 
arrangement with Publicidad 
Augusto Elias, S.A. of Mexico 
City. 


Durham 


North Carolina's third largest 
city. (1940 U.S. Census) City- 
county is one compact unit with 
estimated 100,000 pop. Durham 
makes 25% of nation’s cigarettes. 


Duke 


University is another factor which 
helps make Durham an unusually 
steady market. For dominant 
coverage, one inexpensive buy 
does the trick. To control Durham 
you must have... 


OWNED BY 
DURHAM HERALD-SUN 
NEWSPAPERS 


Represented by Howard H. Wilson Co. 
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IN WONDER LAND 


Be TS THE MOST 

BY SUVRPR/IS/ING 

a MAGAZINE 
/ KNOW 
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“You must remember,’ 


THERES A 
G/RL IN OUR 
OFFICE 0+ 


Are YOU On 
Your Way To 
Becoming An OLD MAID? 


by Carol Lucas 


Once there was a girl who lived alone and didn’t 

like it a bit. This girl had hardening of the heart- 

eries at the age of 25. She did have a sweetheart 

once. Bob was attracted to her looks and style, 

but her spinsterisms didn’t wash with him at all. 

Pretty soon he began to feel like a naughty boy who 

had wandered into a museum by mistake. And so, 

one day he said “‘Brr!’’, turned up his coat collar, and 

walked out on her. If you find yourself getting angular, 
it’s time to defrost. 


“1 


HIS BUDDIES CAME BETWEEN US 


’ 


Mabel reminded me, 


“that in the Army our men made new ties. When 
homesickness struck, their buddies had to take 
the place of the people they loved but couldn’t 
be with. Now they are back, but part of their 
hearts still belongs to those buddies of Army 
days. We must be patient’’—I couldn’t help 


WILL THIS BE A 


interrupting her, “But 
Cas and I have waited 
three years to lead our own 
life again,”’ I said. ‘“You 
forget,’ Mabel replied, ‘‘that 
Cas and Joe and Dice Webster 
have a feeling of all for one 
and one for all—something no 
civilian can understand.” ‘‘Cas 
is a civilian now,” I said 
defiantly... 


SPECIAL REQUEST 


by Elaine V. Emans 


Walk noiselessly beside me, Lord 


/ LIKE [7, 
LO. NT YOU 7 Lest for an interval I stray 
In thinking or in deed or word 
From faithfulness to him away... 
He is so far, and life is so 
Confused, and often lonely, 
Straying is easy, even though 
He is this dear to me. So through 
The dawn and noon, the dusk and night, 
Walk here with me and make it seem 
He is beside me, too, in bright 


Completeness, though it be a dream. 


_ 
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PROBLEM, TOO ? 


a 
r 


True Confessions “makes you think.” Its readers 
say so—say that’s why it helps them. The things 
that are in it—like these selections from last Septem- 
ber’s issue—come out of our readers’ lives—they use 
True Confessions to plan their tomorrows. If we were 
to get “long-haired’”’ about it, we could call True 
Confessions ‘‘a social force.’”’ It 1s the magazine for 
a better life that is followed, believed in, and 
trusted. It 7s the magazine whose growth and devel- 
opment are being watched with great interest by 
alert advertising men (in a recent survey they also 
agreed that today’s True Confessions keeps on 
“surprising’’ them). 

Few magazines ever published have been more 


influential than True Con- 
fessions consistently is. 
Bought at newsstands by 2,000,000 women 


lessions 
a month for the living service it gives 


y 


FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N. Y. World’s Largest Publishers of Monthly Magazines 
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Presteline Range 
Hits Market with 


Heavy Promotion 


Chicago, Dec. 11.—With an ag- 
gressive advertising and promo- 
tion plan beginning in January, 
Pressed Steel Car Company’s do- 
mestic appliance division will seek 
a firm foothold for its new auto- 
matic electric Presteline ranges. 

At a meeting held here yester- 
day, A. Raysson, general sales 
manager, outlined for the 16 
Presteline distributors the salient 
features of the new product and 
the merchandising and promotion 
plans behind it. 

Full-page, four-color advertise- 
ments for the ranges will appear 
in the January issues of Collier’s, 
followed by similar insertions in 
American Magazine, The Ameri- 
can Weekly, Better Homes & Gar- 
dens, Country Gentleman and Mc- 
Call’s. Rotogravure ads will be 
used in 20 city newspapers and a 
complete dealer package will be 


provided featuring “Presty,” new 
trademark character. In addition, 
a heavy business paper schedule 
is planned. 


Will Have 8,000 Dealers 


The ranges will be sold at a 
set zone price by 8,000 dealers in 
three West Coast states, Wis- 
consin, Michigan, Minnesota, Ohio, 
Iowa, Illinois, Kentucky, New 
Jersey and New York. The ranges 
will be manufactured at Pressed 
Steel Car Company’s plants at 
Hegewisch, Ill, and Pittsburgh. 
Electric refrigerators and kitchen 
cabinets will follow the entry of 
the ranges. 

The new Presteline ranges, de- 
signed on principles established 
by a poll of women’s wishes, offer 
a selection of three arrangements 
for the top burners and deep well 
cooker unit. The burners can be 
set for any of seven heats. The 
range top is illuminated by a 15- 
watt fluorescent lamp. The oven, 
said to be the largest available on 
the market, is insulated with Fib- 
erglas. Fully automatic, the selec- 


tor switch and clock timer will 
have a hot meal ready for the 
housewife whose afternoon social 
engagements tear her away from 
the kitchen. 

Curtis L. Peterson, director of 
Ekco Products, Chicago, before his 
war service, has been named ad- 
vertising manager of the com- 
pany’s domestic appliance line. 
Weiss & Geller, Chicago, handles 
the account. 


KGO-ABC Names Wesson 


Robert H. Wesson, who joined 
KGO, San Francisco, in 1942 as 
publicity director and was named 
program manager in 1943, has been 
promoted to the new post of sales 
representative for KGO and 
American Broadcasting Company 
spot sales in San Francisco. 


Gets Telephone Account 

Advertising of the Connecticut 
Telephone and Electric Division, 
Meriden, Conn., has been trans- 
ferred to Maxon, Inc., New York. 
Following consumer product re- 
search, publication advertising 
will be used. 
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65% 
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j.- NEBRASKA: MISSouR?. 


Three meals a day . 
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0 and KANSAS... 


ERE is a market worth 
cultivating. Good-sized farm 
and rural town families ... 


Healthy, husky appetites. .. 


Able- 


to-buy, brand-conscious audi- 
You can sell them 
through Capper’s Weekly! It 


makes the sale! 


Circulation 
R. F. D. 


Nebraska . . . Missouri 
Kansas . . . Colorado 


$1.25 Per Line 
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FOR TRUCKS—B-I Beverage Co., St. 


Louis, has released this full-color decal 


to bottlers for use on their trucks. The 

new decal carries the same copy as 

B-! metal signs, painted bulletins and 

24-sheets, giving bottlers a solution of 

their paint problems, and providing a 
uniform B-I truck. 


New Research Group 
Names Kapp Manager 


William Robert Kapp, formerly 
with the New York bureau of As- 
sociated Press and the interna- 
tional division of NBC, has joined 
International Public Opinion Re- 
search, Inc., as manager of the 
New York office. The company 
was recently formed by Elmo 
Roper and Joshua B. Powers. 

Mr. Kapp was previously a re- 
search assistant of the Hispanio 
Foundation of the Library of Con- 
gress, a radio news writer for the 
Coordinator of Inter-American 
Affairs, an assistant editor for the 
Foreign Broadcast Intelligence 
Service of the FCC, vice-consul 
of the State Department in the 
embassy at Guatemala, and in the 
American consulate at _ Bilbao, 
Spain. 


Jones Promotes Ware 


Walter Ware, with the Duane 
Jones Company, New York, copy 
department since the agency’s or- 
ganization in 1942, has been pro- 


Advertising Age, December 17, 1°55" 


moted to television director. 


California 
Apparel Makers 
File Damage Sui: 


Los Angeles, Dec. 11.—With a 
$1,000,000 damage suit, Califor: jg 
Apparel Creators has launched ts 
legal battle to prevent what it 
considers misuse of the California 
label by New York and midwe.t- 
ern apparel makers. 

The 76 California manufacturers 
who comprise the group have filed 
suit against 23 eastern and mid- 
western firms, including Wieder 
of California, Inc., Sportswear, 
Inc., and Cortley Shirt Company, 
claiming that they have made and 
distributed garments bearing 
labels in which the word Cali- 
fornia is used. 

California garment makers 
charge that the out-of-state manu- 
facturers have capitalized on the 
reputation built up by the Cali- 
fornia group (AA, Nov. 12), al- 
though they have contributed no 
funds, time or effort to maintain 
or improve the standards set up 
for California-produced garments. 

Some of the “outsiders,” the 
Californians charge, have made 
and sold an inferior quality of 
merchandise which compares un- 
favorably with the present type 
of wearing apparel manufactured 
by the plaintiffs, yet carries the 
“California” name. 


.) ’ 
Promenade’ Over 50,000 
With the February, 1946, issue, 
Promenade, magazine distributed 
to guests of 10 New York hotels, 
will be circulated in every room 
of the Carlton and Wardman Park 
hotels in Washington, bringing its 
total to more than 50,000. This 
circulation increase, reports Gra- 
ham T. Johnston, publisher, will 
be a bonus to advertisers at no 
increase in rate, with local ads 
in the Washington editions ac- 
cepted at a special retail rate. 


YES! 


here is a 
IgfSANTA CLAUS in 


AN DIEGO 


He's waiting for your 


Christmas message to be carried in 140,000 


copies of the San Diego Union and Tribune- 


Sun every day; over 100, 


no more than this one 


000 Sunday. You need 


“buy” to get results in 


San Diego. Contact our representatives at once. 


9.112 new babies in San Diego 
County this year, to Octoher ist! 
Over 44,000 enrolled in city 
schools alone. 193,000 estimated 
military personnel in the County. 


SOME Christmas Market! 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., 


New York e Chicago e« Denver e« Seattle 
Portiand e« San Francisco e Los Angeles 


Inc. 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
“San Diego12, California 
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In any picture of your market... 


The Modern Half is the Better Half ! 
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THE OLDER WOMAN. Notetbo interested in the 

latest fashions. Pretty well set in her clothing styles 
and brand preferences. Chances are she can't be 
influenced on anything she’s not already sold on. And 
her everyday needs are diminishing. 


Dell Modern Group | 


Modern Screen ui 
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THE YOUNGER WOMAN. A beginner homemaker 
with a growing family, Too busy and too young to 
be smug about her possessions. Likes to try—/as to 
buy—lots of clothes and children’s things. Don't 
overlook her! Some 3 million of her are eager to see 
your product story every month in Dell! 


Nodgcy fiomances, reaches the Modern Market 
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Gold Seal Pushes 
New Window Wax 


Bismarck, N. D., Dec. 12.— 
Using a Chicago address “for 
mailing purposes only,” Gold Seal 
Company is employing newspaper 
and radio advertising in six north- 
western states to promote an ad- 
dition to its line, Gold Seal glass 
wax. 

The company, whose distribu- 
tion is confined to Minnesota, the 
Dakotas, Montana, Wyoming and 
Idaho, spends about $5,000 a 
month for advertising, placed di- 
rect, to sell its four products, Gold 
Seal self polishing wax, paste 
wax, cream furniture polish and 
the glass wax. Full-page news- 
paper copy, describing the new 
wax as “an entirely new product 
of chemistry from the laboratories 
of the Gold Seal Company, Chi- 
cago 2, Ill.,” points out that the 
wax produces an invisible film 
“which keeps glass clean longer.” 
Customers are advised that the 
product is for sale “at most re- 


| tail stores in this territory.” 


Gold Seal, according tu Harold 
Schafer, founder and partner, buys 
its products from a chemical com- 
pany, manufactured to its specifi- 
cations. 


Westmeyer to Onthank 


Harry C. Westmeyer, for eight 
years vice-president in charge of 
sales of the O’Cedar Corporation, 
Chicago, maker of mops and floor 
polishes, has been appointed gen- 
eral manager in charge of the 
domestic and foreign sales divi- 
sions of G. W. Onthank Company 
and Onthank-Davis Company, Des 
Moines and Mason City, Ia., 
makers of protective and mechan- 
ical products for offices, homes, 
factories and institutions. 


Slade Joins Hewitt 


Gerald J. Slade, for the past 
two years with B. F. Goodrich 
Company, Akron, has _ joined 
Hewitt Rubber Corporation, Buf- 
falo, N. Y., as advertising man- 
ager. Hewitt has appointed La- 
France Industries, Philadelphia, as 
sales agent to the furniture trade 
for Restfoam, latex foam product. 


‘Better Homes’ Promotes 


Jack Barlass, Others 


Jack Barlass, formerly news- 
stand and book sales manager of 
Meredith Publishing Company, 
Des Moines, publisher of Better 
Homes & Gardens, has been ad- 
vanced to general promotion man- 
ager. John Robling has been 
named to succeed Mr. Barlass. 

Other appointments include: 
Bob Joselyn and George Baker, 
general promotion assistants; Rex 
Taylor, manager, public relations 
division; Edith Ritchey, editor of 
“Meredith Imprint’; Marlowe 
Thompson, editor of the news bu- 
reau, and Barbara Young, assist- 
ant editor, news bureau. 


Van Brode Expands Test 


Van Brode Milling, Inc., Clin- 
ton, Mass., has expanded its test 
to one Akron paper and two Cin- 
cinnati papers, following success- 
ful use of three Cleveland news- 
papers for its new individually- 
packed cereal sold in units of five. 
A nationwide campaign is ex- 
pected to start soon after Jan. 1. 
L. E. McGivena & Co., New York, 
is the agency. 


Welcome b | 


ack to F&P, 


Colonel C. Terence Clyne! 


Attention, gents, and help us throw a proud and happy 
salute at a returning “old F&P Colonel” who actually be- 


came a Lt. Colonel in the U. S. Army—our one and only 
C. Terence Clyne! Entering the Air Force as an humble ee... 

. . . . Hy 
Lieutenant in June, 1942, Terry shone as brightly in the wenaiines aueneen 
Army as he had in F&P — rose rapidly to Chief of Supply +t + ida 4 
of the Eighth Air Force Service Command in Europe — Wish INDIANAPOLIS 
won three decorations for outstanding performance. kus» KAnsAS CITY 
And now (since November 5) Terry is again hanging his psn menNSt, PAUL 

. r 7 : pr SE c.9sscesstl T. 
hat in the New York Office of F&P! MSD eceeeseee $7, Louis 
We hope the lightning doesn’t strike us for bragging, but _— — ai 
we'd like to point out that every one of our old top-star Nea * : aenAbbenn 
Service men are now either back at work or very soon will SOUTHEAST 
be. All of them have done better than well with Uncle oem «.--  SALTinens 
Sam. All of them have become even bigger men than when } sO aeiteae RALETOn 
' : : Pee: 7 
they left. But back they’ve come to F&P — and we're m- 
darned proud of it, and of them. Kop... ALBUQUERQUE 
So welcome home, Terry, you genuine Old Colonel! Hy meee oc 
so wetcome home, erry, you genuine ( sotonel. KOMA.OKLAWOMA ClrvY 
By cer papers A 
~ “= " s ~ ~” 4 PACIFIC COAST } 
FREE & PETERS, ENC.) | 922i 
Sees 
Pioneer Radio Station Representatives poten cei 


Franklin 6373 Plaza 5-4130 


Since May, 1932 


CHICAGO: 180 N Michigan NEWYORK: 313 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


* Cadillac 1880 Sutter 4353 


Hollywood 2151 Main $667 
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Armand Blatt, co-owner of W. B. Associates, which manufactures 
Softol cuticle products, and Mrs. Blatt are on a two-week Florida 
vacation at Miami Beach. . . Dorethy Lewis, coordinator of listene» 
activity for the Nat’l Ass’n of Broadcasters, is chairman of the radi» 
comm. of the Memorial Cancer Center Fund... 

Ladd Haystead, Fortune farm ed., was the first of a group o/ 
speakers organized by the Advertising Women of New York, coop- 
erating in a vocational program to assist veterans of Halloran Gen- 
eral Hospital. Mr. Haystead discussed the outlook on farming Novy, 
28. Edgar Kobak, MBS pres., will talk about radio and television 
Dec. 12... 

Philip A. Young, Ayer’s radio copy chief, wrote the winning script 
in the national radio script contest sponsored by the Nat’l Council 
of the YMCAs to promote greater understanding of other peoples 
of the world. The playlet is built around a night encounter on Iwo 
Jima between two G.L.s, 
a Negro and a Jew, and 
a wounded American- 
educated Japanese  sol- 
dier. .. 

Shirley Snyder, daugh- 
ter of Glenn Snyder, v.p. 
and gen’l mgr. of WLS, 
Chicago, was married last 
week to William Herbert 
Graffis II, son of Herb 
Graffis, Chicago Times 
columnist. The groom, 
recently discharged from 
the Army, is a writer for 
RKO in Hollywood. ‘ 
Walter Branche of the Al- 
bany Times-Union’s ad 
staff, and former para- 
trooper, was married re- 
cently to Gertrude Hal- 
lenbeck, in Hartfard, 
Conn. .. And the engage- 
ment has been announced 
of Dorothy Risley, of 
Florists’ Review, to Leroy 
Jansen Jr. Miss Risley is 
the daughter of Raymond 
T. Risley, advertising sales 
manager of Bakers’ Help- 
er, Chicago... 

Maj. James L. Thomp- 
son, assistant exec. officer of the Office of Dependency Benefits, and 
a former acct. exec. of N. W. Ayer in Philadelphia, has been 
awarded the Legion of Merit for his services as security and in- 
telligence officer of the ODB.. . 

James H. Carmine, v.p. in charge of merchandising of Philco 
Corp., presented the first radio off Philco’s postwar assembly lines 
to Clinton P. Anderson, Secretary of Agriculture, at a recent Phila- 
delphia Rotary Club meeting. .. Homer Martz, agr. director of 
KDKA, Pittsburgh, and Mrs. M. have adopted a daughter, Kathleen, 
two years old. ... 

President Leonard A. Magnuson of the Advertising & Sales Club 
of Jamestown, N. Y., personally signed up 64 new members in the 
club’s membership drive which has been going on all year. From 
a membership of 58 the roster now stands at 155, and Pres. Magnu- 
son has been reelected for the 1946 term. . . 

H. V. McKelvey, v.p. and eastern div. mgr. of Brown-Forman 
Distillers Corp., was host at a cocktail party and dinner, Dec. 4, at 
the Cloud Club in the Chrysler bldg. for ad representatives of the 
press in metropolitan New York. The party was last of a series 
the distilling company has been giving all over the country to cele- 
brate its 75th anniversary... 

Carl J. Eastman, v.p. of N. W. Ayer & Son in San Francisco, and 
John E. Pickett, ed., Pacific Rural Press, have been elected Ist v.p., 
and 2nd v.p., respectively, of the San Francisco Chamber of Com- 
merce. . . Dec. 6 was the birthday of Chris T. Brown, second boy 
for Clarke R. Brown, radio dir. of Lake-Spiro-Shurman, Memphis. 
Mr. Brown returned to the agency recently after two years of public 
relations and radio broadcast jobs in the A.A.F... 

A 45-year business association between Steinway & Sons and 
N. W. Ayer was celebrated at a dinner given by Ayer Pres. H. A. 
Batten Dec. 7 in the Steinway Room of Luchow’s on 14th St., Philly, 
across from the location of the original Steinway Hall. Pres. Theo- 
dore Steinway received the N. W. Ayer Service Medal from Gerald 
M, Lauck, exec. v.p. of the agency. 


WHING DING—The Phoenix Adclub put on 
a real western whing ding, recently, in honor 
of Charles A. Storke, president, and Charles 
W. Collier, managing director of the Pacific 
Advertising Association. Left to right, these 
participants are Al Johnson, president of the 
Phoenix club and manager of KOY; Miss Benet 
Handau, Advertising Counselors of Arizona; 


Mr. Storke, and Mr. Collier. 
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DAUGHTERS’ DAY—Pictured at the father-daughter party Seventeen magazine 

gave recently for ad executives are, left to right, Helen Maloney; James Me- 

loney, Buchanan & Co.; Judy Rosen; William A, Rosen, ad manager of Triangle 

Publications; Joseph Burland, Lambert & Feasley; Alice Burland, and Madelyn 
. Ann Maloney. 
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Farm Quarterly 
for City Slickers 


to Bow in March 


Cincinnati, Dec. 12.—The flos- 
csiest Magazine ever to be issued 
for farmers made its preview ap- 
pearance this week, as “rehearsal” 
copies of The Farm Quarterly 
were distributed to 
prospects. 

It will be published by the same 
company which publishes Auto- 
motive Digest, Minicam  Pho- 
tography and Writer’s Digest, and 
will be operated by. Aron M. 
Mathieu, who manages Twin 
Creek Farm, a property owned 
by the publishing company, as 
business manager. R. J. McGinnis 
is editor. 

The first issue will appear 
March 1, with 112 pages of text 
and illustration and 32 pages of 
advertising, for which space has 
already been sold out. Its price is 
50 cents a copy, $3.50 for two 
years, and it is guaranteeing a 
circulation of 100,000, with initial 
print order set at 150,000. Its ad- 
vertising rate is $600 per page 
(8x11% type size), and $700 for an 
inside four-color page. 

Liberal use of photographs, in- 
cluding plenty of full-color ma- 


advertising 
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| terial, will mark the editorial con- 
‘tent, which is designed to fit the 
“needs of the city man who wants 
to learn about the land, how to 
improve it, how to make it grow 
better crops and better stock, and 
how he can enrich his own life 
working with it.” 

To reach the upper-income ur- 
ban resident who operates a farm 
or wants to, circulation will. be 
sought in three ways: Through 
newsstands in the area represent- 
ing a radius of 750 miles from 
Cincinnati, in which distribution 
will be concentrated; through a 
mail campaign to 437,000 men in 
this area who own $50,000 or 
more in securities, and through 
salesmen calling on all agricul- 
tural dealers and jobbers in the 
area. - 


Many Farms City-Owned 


The 750-mile circle from Cin- 
cinnati, incidentally, covers the 
major portion of the area from the 
Atlantic seaboard to the Rockies, 
with approximately 3,500,000 
farms, according to the publisher. 
In this area, the publisher says, 
1,183,117 farms are “city owned.” 
The editorial content in the “re- 
hearsal” issue deals very directly 
with farming problems of various 
sorts, and makes no attempt to 
cover other possible interests or 
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Super-duper 


“Need a 
. lots of 
What can you 
» for us?” 

x * * 
quick phone call to Hotel New 
rker ice show. Star skater dated 

Six swell photos air mailed to 

bscriber two days later. 

x ok * 
hen you buy EYE*CATCHERS 
u get the biggest money’s worth 
er offered to advertisers. 
1 E*CATCHERS are spirited and 
| of S-E-L-L .. . naturals for 

house-organs, sales-letters and 

play stunts. They double the ap- 
! of every promotion that has a 
nan interest angle. 

* * # 
“W MONTHLY ... a continu- 
s supply of ideas that are inspira- 
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Eye “Catch! 


tional dramatize the dullest 
subjects. They are worth hundreds 
and yet an E. C. membership costs 
only $6 per month . . . for 36 top- 
notch photos per year. Prints over 


quota only $1 each. CAN YOU 
BEAT THAT? 
Make every layout a_ bell-ringer. 


EYE*CATCHERS supply the sure- 
fire, attention getters that make ads 
click Q-U-I-C-K. 


FRE Proofs of newest releases 

and details of subscription 
plan on request. No obligations. 
You can’t lose. 


CLIP AD TO LETTERHEAD AND MAIL 


EYE* CATCHERS, Inc. 


10 E. 38th St 
New York i6 


avocations of well-fixed city 
dwellers, but in format and edi- 
torial treatment the book bears 
little relation to the conventional 
idea of a publication for farmers. 


Scan-cdd Formed Abroad 


Leading advertising agencies in 
the Scandinavian countries have 
formed Scan-ad, an organization 
through which they hope to pro- 
vide better market information 
and other service for their foreign 
accounts. The three agencies in- 
volved, which will appoint repre- 
sentatives in London, New York 
and Buenos Aires, are Ervaco in 
Stockholm, Sweden; Foran in Oslo, 
Norway, and Harlang & Toksvig 
in Copenhagen, Denmark. 


Relax British Paper Rule 


Restrictions against use of 
counter displays, window cards 
and advertising novelties in Great 
Britain have been ended. New 
publications may now be started, 
providing they use no more than 
eight hundredweights (about 896 
pounds) in any four-month period, 
and providing advertising matter 
does not exceed 20% of each issue. 


Great Lakes Area 
to Lure Tourists 
Via Displays, Ads 


Milwaukee, Dec. 11.—A _ unified 
program to promote tourist busi- 
ness in Wisconsin, Michigan, 
Minnesota and Ontario was agreed 
upon by the Northern Great Lakes 
Area Council at a meeting here 
last week. 

Future plans of the council in- 
clude a cooperative display of the 
whole area, each state showing 
its individual attractions within 
one display for travel shows. For- 
merly the displays of the three 
states had been scattered. Now 
they will be grouped with Ontario 
to make a huge setting. 


Travel Lines Cooperate 


Representatives of railroads, bus 
and air lines, Great Lakes boat 
lines and highway directors of On- 
tario and the three states at- 
tended the two-day session. It 
was agreed that each transporta- 
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tion industry would issue maps 
showing its services and facilities 
within the entire area. Advertis- 
ing plans will be announced later, 
ADVERTISING AGE was told. 


Set Objectives 


Prime objectives of the council, 
set up last July 4 at Mackinac 
Island, are to preserve natural re- 
sources, improve existing tourist 
facilities and attractions and pro- 
mote the recreational facilities in 
the area, which, the council says, 
possesses “a common heritage of 
natural endowment, history and 
culture.” 

Head of the organization is 
George Bishop, Marquette, Mich., 
president of the Michigan Tourist 
Council. 
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ST. JOSEPH NEWS-PRESS 
St. Joseph Guzette 


In every direction—north, 
south, east and west, this large 
staple industry requires thou- 
sands of tons of heavy ma- 
chinery. The backlog of orders 
awaiting manufacturers is tre- 
mendous. 

In the milling, clarification, 
boiling house, power plant, 
repair shop and sugar house, 


much equipment such as boil- 
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NEEDS YOUR EQUIPMENT WU! 


ers, furnaces, turbo-genera- 
tors, motors, steam engines, 
heat exchangers, pumps, pip- 
ing, valves, fittings, condens- 
ing and cooling equipment, 
storage tanks, machine tools, 
and hundreds of other items 
are vitally necessary. 
“SUGAR,” the publication 
of the industry, has a pro- 


nounced influence on the buy- 


ing habits of this six billion 
dollar market. In “SUGAR” 
youreach Presidents, Vice 
Presidents, Secretaries, Treas- 
urers, Managers, Purchasing 
Agents, Engineers and Chem- 
ists in both the agricultural 
and processing fields. It inthe 
only magazine reaching all 
the important purchasing per- 


sonnel. 


~, AFFILIATED 
“= PUBLICATIONS 


SUGAR 


UGAR REFERENCE BOOK 
EL CATALOGO AZUCARERO 
EL MUNDO AZUCARERO 
DIESEL PROGRESS 
DIESEL ENGINE CATALOG 


WORLD PETROLEUM 
PETROLEO DEL MUNDO 


PETROLEUM WORLD 


a oe oe PS esa i 3 — oe ; ; 4 ote) ; a Pa ; a : = ly F: “ > Z 7 has 5 2 ts, A haere fi 
. Z 2 . , 
t, 1945 || ee 
| oe 
ee | a 
3 a | a 
ce a 
% . > 
| | : 
| a z 
Sc tC i a 
- 
ie 
2a 
7 : 
va 
_ Fc etc ( t;LLCUWG 
| 
| ; 
ee | 
ee 
’ ee a 
: —— — 
| : 
: sabes cl tate ea 7 
a ' | 
; 
7, in a ‘ | 
. ea S | : 
es i; § ; 
eee | 
ut on ; ; mei | es 
honor ao Rene 5 4 | a 
sharles oe ee ee ee nee ee " 
, ee ee i eel ae Se tere 1 . 
Pacific a his ee Eton ee gies EA a a 4 i 
h ele ae pc ‘eh NS ie ae) ee gee ec ad aa 
; < ae. Ba Be. Ne gh ite Ay Sense: 2 , eS | : 
re) e gy i BS te — OS EAR ee see chs has ‘stall . een — 
Benet = D >. Peat ye gel ihe. - ~~ a) Se x* 7 nas ‘ 
Fi jet ee 2 Reo... ees eset te ™ 
ow soi ay PY i ee sl al , eae --... <n atten _ 1 
—s sitspesa > : r airs iS Ree? : ” 
hi ie Ns. ti Soa a ” - 7 ‘a 9 if Bet 
, and a ee ~/~_ yl ae ‘ 
'b age os : bees Sg ae rs, f if > cfs ae al = . ~~. » bd ; 
- e' ae 7 ee he 2 P + ae aa hee} - atanaeeren ae es 
= BY ———— = =—h Pf aes : ale 2 , mS. ae 
_- ee < ee —_— scone i i = a ‘ a : a 
hilco a po ee ‘ - - gata a... Fe oe i tt hint a 
lines i ae Be ClC———— set: i = es ; ef a 
oe ae te, s ml a, fp ‘ ee ——— — ik a ee iti 
hila Be an , ? oe) ae. Py > Sa fae aa je \ . 5 
- a oe. zs . fe , , Ras 5 ae = aan “ . nose hm F uf - ha ws aes : nye og 2 Z bs & ’ ee 
or of . , | j ee. yf bisa’ as Liana tn bidet Lieieh acres eich CR” - | 
leen, et _ : are a a a ee ee _ a : 
Club ss ~ et ese aoe = 
1 the Ee nee ~— oe (Tm Te re 5 7 
‘rom 4 2 nee . * . we vA Bo ‘ a a ie. 
gnu- ie be ie \r ; ae > ~~ , it -_ ; m 
‘ y E ‘ ‘Vises 7 . é Ss ms P ciel ai : : di: 
OS Ot fn: oe el % = ae a 
’ ; = i - on . 
"man ae SS ae. >. — Sac ; 
4, at zt Agi f, v a ¥ a A "a 5 Re - : a er ; 7 
eries eee eareae™ new a -cetliie eigenen sewer cs 
ele- Pe Cae ee . pened 33 or oe a: 
‘ ee a si eS ge te a - ieee A Bo, : A ‘ r a % ’ 
. ‘eee gt ea SS hea eet x oe 
and cs Bas a / eS = “ 
sia eas 4 , : aeeme Ae Seam . # : = 
V.p., ee a eee —_— | RE I ee a. 
‘om- , ogi = - ae sd : > x 4 , iis Se nr = TE = - 
OT a eg EE I OE ir are, Be 
SS | mle a ae a nan 2 
phis. nS me eo be . eon a 
r a omni Te ae ee, cae ; eS sie Re ae : 
iblic i. + a 2, ait ls Pe : 
as - ~ tye yaa Pn gaetreer cis EU Te 7 
d ee 7 : po 3 alien eine ani : 
an = is 7 1 ie . ¢* 
ee == “3 ; 
L A. , ee 
lilly, ; , - ; 
heo- 
a pe | 
: ee | 
f | - 
\f i - be 
wes 
— ne 
oP ste de ste —CrN)lCO Rae . 
4 : P 7 ‘ . \ fe Ye 
j : # ee a } ; ei J i 
j : . ; OF ge 7 ae 
‘ ty Na 
3 . iy 1 i ¢ t ~ ; 
: “A : ue = fi; ‘aby 
° ail ‘ ? 
a ‘ at ‘ ; q / mn 
2WE lagu bi. YORK 19,N. _ 
=i as, _ ao 4 ae nd SNS t i 
UNDER THE MANAGEMENT REX W. WADMAN ze 
| 
- ~ wy ° : Sot. pen 
; i, 4 i ‘ Kee « eo ' d > 3 se ~ 4 a 4 ae at re : - ie: . c ’ ae = aa : . os 4 y s im 


40 


Starts Own Firm as 
Sales Consultant 


Leslie L. Lewis, for the past 
several years editorial director of 
Dartnell Corporation, has resigned 
to go into business for himself as 
a sales training consultant. He has 
opened offices at 5131 Dorchester 
Ave., Chicago 15, and 101 W. 58th 
St., New York 19. 

Prior to joining Dartnell, Mr. 


Lewis was chief of the sales train- 
ing staff of LaSalle Extension Un- 
iversity, Chicago. 


Dutcher Promoted 


E. L. Dutcher, assistant manager 
of Swift & Co.’s soybean mill, has 
been promoted to director of sales 
of protein concentrates and by- 
product feeds for the Missouri 
river plants, with headquarters in 
St. Joseph, Mo. 


Western distances are high, 
selling. Salesmen’s call-backs can’t be nearly as frequent 
as in close-coupled territories. 


Realizing this, alert management for many a nationally 
advertised product has evolved a method for making each 
sales call produce longer-lasting results. The formula is 
to add Sunset to the advertising schedule, and then mer- 
chandise those ads to beat the band. 


This specialized attention to the West pleases and im- 


presses the trade. It’s like 


birthday — results are ’way out of proportion to the 


cost and effort. 


THE MAGAZINE OF WESTERN LIVING 


San Francisco 


wide, and—a handicap in 


remembering a customer’s 


Sunset Knows 
Pacific Coast Markets 


Superb Artcopy 
from Kodachrome! 


Again and again our customers tell us that ours are the only 
Kodachrome prints that consistently possess those qualities needed 


in artcopy for fine printing plates. 


Our many repeat orders tell us, more forcibly than words, that 
these users of color have found it better to work from our Chromart 
Prints than from Kodachrome transparencies. Our clients are 
major agencies, national advertisers, engravers and litho houses 


from coast-to-coast! 


Custom-fabricated to the size needed to fit your artwork, Chromarts 
make a dramatic presentation. Being on paper, they can be re- 
touched as desired. Best of all, platemakers obtain optimum repro- 


duction from fine “flat copy.” 


Chromarts, sir, are backed by 8 years of making color prints that 
cre right for platemaking. Priced from $44 to $100. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


600 Stations to 
Carry Gillette’s 


Jan. 1 Bowl Games 


Boston, Dec. 12.—Gillette Safety 
Razor Company will use three 
coast-to-coast networks and ap- 
proximately 600 radio stations on 
New Year’s Day for the Gillette 
“Calvacade of Sports’ which will 
broadcast three football “Bowl” 
games and the annual East-West 
collegiate all-star classic at San 
Francisco. 

The day’s football series will 
sweep westward across the coun- 
try, starting with the Orange 
Bowl at Miami, to be broadcast 
over CBS, and going on to the 
Sugar Bowl at New Orleans, over 
the American Broadcasting Com- 
pany, the Cotton Bowl at Dallas, 
over the Mutual network, and the 
East-West grid tussle at San Fran- 
cisco, again over Mutual. The 
combination will provide five solid 
hours of football fare for the radio 
audience. 
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Trade-wise, as a tie-in with the 
broadcasts, Gillette is installing 
12,000 full window displays in 
stores throughout the country. 
Window streamers will also be 
distributed to all stores by Gillette 
representatives and by the mer- 
chandising departments of radio 
stations. Arrangements are being 
made to shortwave one or more 
New Year’s games to servicemen 
overseas. 

Maxon, 
agency. 


‘Club Matinee’ Reborn 


Revival of American Broadcast- 
ing Company’s “Club Matinee,” 
the program that launched Garry 
Moore and others into national 
popularity, brings the discontinu- 
ance of the 18-year-old “Farm & 
Home Makers” program. “Club 
Matinee” will occupy the farm 
show’s slot, 11:30-12 noon, CST. 
The shift of “Club Matinee” from 
its current 12:30 p.m. period leaves 
the time open for two 15-minute 
shows, “But Not Forgotten,” star- 
ring Herbie Mintz, and “Our 


Inc., Detroit, is the 


Singing Land.” Morris B. Sachs 
sponsors “But Not Forgotten” 5) 
WENR at 10:15 p.m., CST, Mon- 
day through Friday. 


Wilson Airs Pro Play-Off 


Wilson Sporting Goods Com.- 
pany, Chicago, will sponsor the 
1945 professional football cham- 
pionship play-off games over the 
American Broadcasting Company 
network, Sunday, Dec. 16, begin- 
ning at 12:30 pm., CST. The 
game, to be played at Cleveland 
Municipal Stadium between the 
Cleveland Rams and Washington 
Redskins, will be described by 
Harry Wismer and Johnny Neblett. 
United States Advertising Corpo- 
ration, Chicago, is the agency. 


Frigidaire Plans Musical 


Frigidaire division, Genera] 
Motors Corporation, Dayton, will 
present a half-hour weekly dra- 
matic and musical program on the 
full CBS network, starting Jan. 6. 
Tentatively titled “The Hollywood 
Air Theater,” the series will be 
heard Sunday, 2:30-3 p.m., EST, 
period formerly filled with Ad- 


Buying Power Backlog in Detroit! 


It isn’t human to resist buying when the cash is in the bag. And with more 
than $6,500 per family, in bank savings and War Bonds, Detroiters have created 
America’s number one market. 


Savings deposits in Detroit banks totalled $777,000,000 on October 24, 1945— 
an increase of $12,000,000 from September 26!* 


Add to this some THREE BILLION DOLLARS worth of War Bonds which 
had been purchased in Wayne County (mostly Detroit) up to August 31, 1945, 
and you have a tidy sum of nearly FOUR BILLION DOLLARS in ready 
money in the hands of some 543,000 families in one, easy-to-cover county! 


The Detroit News is your open door to this vast buying power potential. The 
News reaches 63.8% of all city-zone homes taking any newspaper regularly, 
and approximately 75% of its great city and suburban circulation is Home 


Delivered! 
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*Federal Reserve Bank Report. 
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miral Corporation’s “World News 
Today.” 

Screen stars will be heard on 
the program in such productions 
as “Laura,” “The Dolly Sisters,” 
or “The Song of Bernadette.” 
Foote, Cone & Belding, Chicago, 

the agency. 


Clark Shifts Show 


D. L. Clark Company, Pitts- 
burgh, candy manufacturer, on 
Dec. 2 shifts time for the “Mary 
Small Revue” on the full Ameri- 
an Broadcasting Company net- 
work, Sunday, from 5-5:30 p.m., 
EST, to 4:30-5 p.m., EST. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


J&J Discontinues Hill 


Johnson & Johnson, New Bruns- 
wick, N. J., on Dec. 18 will dis- 
continue Edwin C. Hill’s news- 
casts on CBS, heard Tuesday, 
6:15-6:30 p.m., EST. Agency is 
Young & Rubicam, New York. 


Borden Uses 41 Stations 


The Borden Company, New 
York, has begun a radio campaign 
on 41, stations in 17 cities for 
Instant coffee, with more outlets 
to be added soon. Spots, live par- 
ticipations and local programs are 
being used. Kenyon & Eckhardt, 
New York, is the agency. 


G-F Buys Mystery Show 


General Foods Corporation, New 
York, has taken up its option to 
purchase from Maxwell Produc- 
tions, New York, the children’s 
show “The House of Mystery,” 
which G-F has sponsored since 
Sept. 15 on 255 MBS stations for 
Post Toasties. 

Until G-F began sponsorship, 
the program was heard sustaining 
on Mutual Monday through Fri- 
day, but is now a half-hour series 
presented Saturdays at noon. 
Agency is Benton & Bowles, New 
York. 


oO 


Signs ‘Garden Gate’ 


Ferry-Morse Seed Company, 
Detroit, on Jan. 19 will start 
sponsoring “Garden Gate,” CBS 
series featuring Tom William, the 
“Old Dirt Dobber.’” Program will 
be heard Saturday, 9:15-9:30 
am., EST. Agency is MacManus, 
John & Adams, Detroit. 


P&G Drops ‘Vic & Sade’ 


After testing since Aug. 21 a 
split network arrangement on 
CBS, Procter & Gamble Company, 
Cincinnati, will discontinue “Vic 
& Sade” on 13 stations, Monday 
through Friday, 7:15-7:30 p.m., 
EST, shifting those outlets to the 
59 which have been carrying the 
Jack Smith show, effective Dec. 
10. Both programs have been run- 
ing on the split net basis for 
Oxydol, through Dancer-Fitzger- 
ald-Sample, Chicago. 


Ford Signs Bob Crosby 


Star of the Ford Motor Com- 
pany Tuesday evening program 
on CBS Jan. 1 and thereafter will 
be Bob Crosby, recently released 
from the Marines. He replaces the 
present Russell Bennett and 
Lawrence Brooks combination. 
The program is heard 10-10:30 
p.m., EST, on the full network. 
Agency is J. Walter Thompson 
Company, New York. 


H FOR POSTWAR PLANNING 


We can clip all. or typical. speci- 

nens of advertisements and editorial 
rticles on postwar themes. Many 
rganizations are.building postwar 
slerence files NOW. We have back 
sue files of most business papers. 
Write for Booklet No. 20, “How Busi- 
ess Uses Clippings” that shows how 
anufacturers and their advertising 
yencies use this service. 


BACON’SCLIPPING BUREAU 
BUSINESS: he FARM. y  GENERAL 


1 N. LASALLE ST., CHICAGO 1, ILL. 
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HERE'S HOW 
TO REACH 
A DOUBLE © 
MARKET 


A” RETAILING to your selling staff and you're making 15,885 sales 
calls in two markets every time your ads run. 


You can influence MORE retailers in BOTH department and furniture 
(home furnishings) stores than through any other home furnishings busi- 
ness publication. Retailers who are hungry for product news . . . for 
resource and merchandising information. These retailers have ONLY one 
source for this information: RETAILING. 


Any RETAILING representative will be glad to show you how you can 
use the power of this fast, indispensable news service to pre-sell your 
products in BOTH department and furniture (home furnishings) stores. 


Net paid ABC circulation: 15,885 in 2,455 cities and towns. 


The ONLY\ Aome Jurnishings JWEWSpaper 


A Fairchild Publication 
TWICE WEEKLY ® 8 East 13th Street, New York 3, N. Y. 


OTHER FAIRCHILD PUBLICATIONS: Women's Wear Daily * Daily News Record ° 
Men's Wear °* Footwear News ° Fairchild Trade Directories °* Fairchild 
International 
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ADVERTISING 
MANAGER WANTED 


Indianapolis Subsidiary of large auto- 
motive parts manufacturer requires 
young and alert Advertising Manager 
to work closely with Sales Manager 
directing nation-wide sales in the 
preparation and execution of the 
division's promotional program. Ad- 
vertising production experience essen- 
tial. Door wide open for capable 
man to make unlimited progress with 
parent company. In reply give com- 
plete outline of experience and sal- 
ary requirements. 


Box No. 6352 
Advertising Age, 100 E. Ohio Street 
Chicago 11, Illinois 


Walter Lowen 
PLACEMENT AGENCY 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office -:- Creative -:- Executive 


Resumes required before registra- 
tion, which is restricted to those 

who meet our clients’ exact- 
ing standards. 


420 Lexington Avenue 
New York 17, N. Y. 


LEX 2-8866 
eee 
WANTED 
PRODUCTION MANAGER 
Young man, experienced in advertising 


roduction and layouts, for nationally 
nown trade publication. Large circula- 
tion. State age, salary expected, experi- 
ence. 


Box 6344 
eats Age, 100 E. Ohio Street 
hicago II, Illinois 


TEXTILE EXPERT 


With experience in examination and in- 
spection of goods to set up department 
to include testing of materials. Hard line 
experience desirable. Our employees 
know of this ad. Give experience in full. 
Box 6356, Advertising Age, 100 E. Ohio 
St., Chicago II, Illinois. 


THE ADVERTISING MARKET PLACE 


Advertising Age, December 17, 1945 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
Wednesday noon preceding publication date. 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. Forms close 
Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 

ing organizations. 
185 N. Wabash Ave., Chicago 


Woman Assistant Advertising 
Manager 

For large national advertiser with 
offices in New York. Good salary to 
start and exceptional opportunity 
for advancement. Applicant prefer- 
ably should have production and 
copy experience and have written 
and placed publicity. Preference 
will be given’ t& woman who has 
worked in advertising department 
of large retail store. Please make 
application complete in first letter, 
giving education, age and experi- 
ence. 

Box 7816, ADVERTISING AGE 
330 W. 42nd St., New’ York 18, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicago 


ADVERTISING COPY and Idea Man 
who is now handling accounts on his 
own, and not satisfied with the 
money he is making. 39-year-old 
Chicago Agency has openjng where 
this man can still handle his ac- 
counts and take over some of our 
copywriting to increase his earn- 
ings. Our accounts are in Agricul- 
tural field. 

Box 7845, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Salesman on Aggressive Daily With 
postwar expansion program. Must 
be experienced in effective layouts 
and copy, know merchandising and 
young enough to develop under good 
supervision. Give complete infor- 
mation, financial expectations, and 
picture. The Janesville Gazette, 
Janesville, Wisconsin. 


COMMERCIAL ARTIST 
Progressive Middle-West Agency of- 
fers permanent position. Good salary 
to artist experienced in layout, de- 
sign and finished art work. 

Box 7815, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ARTIST-LAYOUT MAN 
Must be good on comprehensives; 
fine opportunity with growing, na- 
tionally recognized advertising 


agency. Write fully, age, experi- 
ence, salary requirements. Son De 
Regger Advertising Agency, Des 


Moines, Iowa. 


COPYWRITER 
Growing AAAA Philadelphia Agen- 
ey offers excellent opportunity for 
young man or woman who can write 
hard-hitting selling copy for retail 
merchandise accounts. Experience 
in Department Store and other re- 
tail selling desirable. In reply, state 
age, background, experience and 
salary desired. 
Box 7812, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Old established art studio has fine 
opportunity for artist. Figure man 
capable of doing general type of 
work for high grade accounts. 
Reising and La Ross 
23 E. Jackson Blvd., Chicago, Ill. 
Phone: Har. 1889 


ARTIST—Experienced in layout and 
finished work. Permanent position 
with future in growing advertising 
agency. Five day week. Salary based 
on ability. Phone Whitehall 4346. 
Allan D. Parsons Advertising, 646 N. 
Michigan Ave., Chicago 11, Ill. 


ASSISTANT ADVERTISING MAN- 
AGER—age 25-35, with good educa- 
tional background, to handle adver- 
tising department duties, catalogs, 
direct mail, etc. Will work directly 
under Sales Promotion and Advertis- 
ing Manager for old established in- 
dustrial manufacturer with national 
and international markets. Loca- 
tion—town of 18,000 in Northwestern 
Pennsylvania. Write giving age, 
education and experience. Adv. Dept., 
Dresser Manufacturing Division, 
Bradford, Pa. 


Young man or woman, some knowl- 
edge department store layout, copy, 
radio, as assistant advertising man- 
ager, A-1 Department store 180 
miles from Chicago. 
Box 7854, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TECHNICAL WRITER 
Experienced in writing industrial 
advertisements, house magazines 
and sales bulletins wanted by in- 
dustrial concern near Philadelphia. 
Advise experience and salary ex- 
pected. 

Box 7848, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 

Cardboard Novelties & Games 
Pop. priced, Manufacturer seeks 
Sales Organization, representing our 
line to adv. premium jobbers and 
large consumers. Must show evi- 
dence of contact in this field. 

Box 7849, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


~PARLOR MAGIC 


Myrtle Labbitt’s * 


5,000 WATTS 


AT 800 KC. 
DAY AND NIGHT 


homes. 


J. E. Campeau, Managing Director 


In The DETROIT AREA, It’s 


CKL 


Adam J. Young, Jr., Nat'l Representative 


‘Homechats”, after 
a solid ten-year run, is a morning insti- 
tution in thousands of Greater Detroit 
Myrtle’s program is probably 
one of the most unique and informally 
simple shows in the country . . . homey 
as a parlor rocker, smart as a new 
Spring bonnet. ““Homechats” is just an- 
other sample of CKLW programming 
that sends listeners merrily off to pay 
cash for things on dealers’ shelves. 


P RO 0 F? On a recent food recipe- 


request campaign placed on nine nation-wide homemaker 
programs, our own “Homechat” show clocked second on 
the list in low net costs per inquiry ... and, mind you, five 
of the 9 stations were 50,000 watters! How’d you like 
CKLW to sell YOUR wares that way for so little? For 
fast facts, write our Executive Sales Office, now! 


MUTUAL 
BROADCASTING 
SYSTEM 


POSITIONS WANTED 


Ex-service man desires return to 
newspaper or public relations field. 
Has 8 years experience on daily 
paper in farming community cover- 
ing all types of assignments. Am- 
bitious, married, wants permanent 
position. 

Box 7850, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ix-Naval Public Information officer 
wants opportunity in advertising, 
sales promotion or sales. 9 years 
advertising experience including 5 
in publishing; last 3% as Publishers’ 
Consultant. 

Box 7853, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


EXPERIENCED WRITER- 
CONTACT MAN 


invites assignments on agency pres- 
entations; dealer surveys; market 
studies; direct mail; institutional 
copy; publicity features; radio ad- 
dresses. Formerly promotion writ- 
er for two large industrials; 4A ac- 
count executive; Editor, Public Re- 
lations Magazine. Past 4 years 
writing speeches, articles, broad- 
casts for members of congress. New 
York area. 
Box 7855, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


CHRISTMAS SHOPPING? 
Coast Guard Lieut., age 25, ready to 
work Jan. 15th. College grad. (B.S.) 
major in marketing, with 5 years 
varied newspaper advertising back- 
ground, seeks chance to accept re- 
sponsibility as asst. to your adv. 
manager, research director, or acct. 
executive. Salary not important as 
chance to progress. 

Box 7847, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


— 


WANTED 
ACCOUNT EXECUTIVE 


1. Due to postwar increases in our 
advertising appropriations we necd 
several Creative and Contact Exec). 


tives. 


Must be good creative men capab!e 
of developing campaign ideas and of 


writing good copy. 


2. Please make application complete 
in first letter giving education, experi- 
ence, age, salary bracket, photograph 
and samples. No interviews granted 
until after application letter and sam- 
ples have been received. Replies held 


strictly confidential. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 


Advertising Agency 


Terminal Tower, Cleveland 13, Ohio 


SALESMAN OR BROKER 


For advertising displays (cardboard, wood, etc.). Impera- 
tive that you have substantial top flight clientele of manu- 
facturers of nationally advertised products. This organi- 
zation outstanding in creative designing and construction. 
In position to render exceptional service on volume. State 
current yearly volume, whom representing, age, family 
status, availability. L. A. Sauer, Display Corp., 357 E. Erie 
Street, Milwaukee 2, Wisconsin. 


Unlimited Opportunity 
f 


or 
COPY WRITER 
Man or Woman 


AMBITIOUS PERSON ex- 
perienced in writing publi- 
cation and radio copy, ability 
to plan, write and follow 
through publicity ... wanted 
by middle-sized N. Y. adv. 
agency. Type of person who 
likes to participate in re- 
search, to work closely with 
art dept., to contact clients 
occasionally if necessary. 
Will be “right hand man” of 
agency partner oppor- 
tunity limited only by your 
ability. Write fully, name 
salary required to start. (Our 
people know of this ad.) 
BOX NO. 6353, Advertising 
Age, 330 W. 42nd St., New 
York 18, N. Y. 


rs oe es ee eee ee ee ee ee ee 


PROMOTION EXECUTIVE 
AVAILABLE 


—_ ranking Army officer with world- 
wide contacts in press and radio, who is 
soon to be separated from the service, 
desires association with industrial com- 
pany or agency where long experience in 
labor relations, publicity, public relations 
and sales promotion can be utilized. 


Ten years experience in sales and sales 
promotion plus ten years in newspaper 
work in the past. 


Can furnish references from outstanding 
personages in military and civilian fields. 


BOX 6351, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


SALES PROMOTION MAN 


With extensive sales experience. Home 
furnishing background desirable. Should 
know layout and picture. presentation. 


This position requires originality and in- 
genuity. Progressive national merchan- 
diser offers real opportunity for qualified 


individual. Give complete details and 
accomplishments. Box 6354, Advertising 
Age, 100 E. Ohio St., Chicago I1, Illinois. 


COSMETIC SPECIALTY 
NOW READY FOR 
NATIONAL ADVERTISING 


The product has had four war years 
of operation to ascertain the market, 
the efficiency of the product, and dealer 
and consumer repeat business. 


Is now ready for post war national 
business operations which include a 
$1.00 size for department stores, $.60 
size for drug stores and a $.10 size for 
dime stores. 


Experienced management has product 
and distribution problems well in hand. 
All that is needed now is a_ business 
associate with working capital for ad- 
vertising and marketing to big national 
market. 


BOX 6359, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


ADVERTISING MANAGER 


Previous experience fits me for a job as ad 


vertising manager or as assistant in a t 
advertising position 

Two years as production assistant and tw 
years as production manager with agency har 
dling top national accounts. Two and one-ha 
years as assistant on contact, and one year 4 
assistant to the president of large nationa 
advertising agency handling automotive an 
high unit sales accounts. 

Thorovgh knowledge of photography, art, an 
copy, with ability to insure the use of bes 
materials and thinking on any account I super 
vise 

Will furnish top references. 

Just discharged after three and a half year 
in service Thirty-nine now and only inte 
ested in job that can pay salary commensura 


with my ability and experience 


BOX 6350, ADVERTISING AGE 
330 W. 42nd Street, New York 18, New York | 


SALES PROMOTION MAN 

With women’s wear experience to work in New 
York City for a Chicago retail and mail order 
distributer. Catalog and layout experience de 
sirable. Our employees know of this ad. In 
terview will be arranged in New York City 
State qualifications in full with complete de- 
scription and previous responsibilities with 
names of business references. Unusual oppor 
tunity for advancement with expanding organ- 
ization. Box 6355, Advertising Age, 100 E 
Ohio St., Chicago Ii, Illinois. 
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Tax Equality Head 
Says OPA Policy 
Favors Co-ops 


4 


Chicago, Dec. 11—Ben C. Mc- 


abe, president of the National 


vax Equality Association, which 


] t 


c 


to 


ads the fight against cooper- 
tives, has made public a letter 


Price Administrator Bowles 


taking the OPA to task for al- 


l 


gedly permitting “the cooper- 


atives to break through ceiling 
prices as a matter of policy.” 


Through its supplemental order 


No. 84, Mr. McCabe charges, OPA 


permits co-ops 
prices 


to pay ceiling 


to their suppliers “plus 


whatever extras the cooperative 
sees fit to distribute as patronage 
dividends.” As an example of this 
“outright violation of ceiling price 
control,” he cites the example of 
the Welch Grape Juice Company, 
which he says was forced to re- 
organize its business and operate 
entirely through cooperatives. 


fruit and was driven to operate 


Cites Welch as Example 


Welch, he shows, could get no 


on the cooperative principle ‘‘be- 
cause under ceiling regulations 


Are You Looking 


for a 


TOP PUBLICITY 


MAN 
222 


Why get a man? Get an entire 
organization at no extra cost to 
you. We have specialized in pub- 
licity and public relations for 15 
years and have handled a diversi- 
fied group of clients, including 
fashions, food, beauty, trade 
associations, industries and per- 
sonalities. We have served the 
majority of our clients for 8 and 
9 consecutive years, which is 
concrete proof that we obtain 
continuous results. Moreover, we 
are willing to GUARANTEE 
publicity so you really have 
nothing to lose by trying our 
service. All we ask is a short 
trial campaign. Surely nothing 
could be fairer than that? Before 
you decide to engage an indivi- 
dual to handle your publicity or 
before you organize your own 
department, why not consult us? 
You are under no obligation to 
hear about our GUARANTEED 


plan. 


Write today to 

Box 6349, ADVERTISING AGE 
330 West 42nd Street 
New York 18, N. Y. 


IF YOU'RE NOW STYMIED 
AS AN ASST. SPACE BUYER 
THIS MAY BE YOUR 
OPPORTUNITY 


The man we are seeking is probably now 
employed as an Asst. Space Buyer and 
lacks only the opportunity to become a 
full-fledged Space Buyer and Department 
head. (A war veteran with previous space 
buying experience would also be consid- 
ered.) A retirement in our organization 
presents such an opportunity for the right 
man. 


We are a well-known, long-established 
Chicago advertising agency with a staff 
of more than forty persons, serving rec- 
ognized national advertisers. 


Your reply will be kept confidential. It 
should state age, education, marital 
status, past experience, present activity 
with types of media, salary desired. Write 
Box 6358, Advertising Aqge, 100 E. Ohio 
Street, Chicago II, Illinois. 


| 
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| they could pay no more than $85 


per ton for grapes, while the co- 
ops were paying not only the ceil- 
ing price of $85 but returning 
$45 per ton additional to the 
growers in patronage dividends.” 

Calling Mr. Bowles’ attention 
to an extract from an OPA “Farm 
Letter,” in which farmer co-ops 
are described as “one of the bul- 
warks of American business and 
as perfect a specimen of free en- 
terprise as any other form of 


business,” Mr. McCabe terms the 


“eulogy” indefensible, particularly | 


because, he says, co-ops have been 
violent offenders against the OPA 
pricing-control policy. 


Points to Tax Problem 


“That cooperatives pay little or 
no federal taxes,’ he says, “is 
inflationary in itself . . . for it 
permits cooperative enterprise to 
enter the market with tax-free 
dollars and buy facilities which 
no competitor can meet.”” The na- 
tion’s price controls, Mr. McCabe 


asserts, cannot be effective unless 
taxes can “skim off” such pur- 
chasing power. 


Hoddeson Adds Duties 


Paula S. Hoddeson, sales promo- 
tion manager of Walker-Turner 
Company, Plainfield, N. J., 
also been made advertising man- 
ager of the company. 


Moves Office to Buffalo 


Mentholatum Company will 
move its sales department from 


| Wilmington, Del., to Buffalo, N. Y., 


Jan. 1. 
ment, also located in Wilmington, 
will be moved to Buffalo next 


The advertising depart- 


| June. 


has | 


RETAIL SALES PROMOTION MAN 


To handle stimulation of sales In many small 
but active units for national merchandise dis- 
tributor. The man for this position must have 
established record of successful retail 2 
Inspiration important. Give complete details 
of previous positions. A sample of outlines of 
successful campaigns should be included if 
possible. Box 6357, Advertising Age, 100 E. 
Ohio St., Chicago Ii, tHinois. 


THE SPACE SALESMEN 
ARE CROWDING US 
AGAIN — 


they know, with the complete confidence of 


the reader already established. 


“If you aren't in The Oregonian, 


The Oregonian 


we 


you aren'tin the Ore gon market.” 


+ 


JUST TELL EM OUR 
YARDST/ICK /S STILL THE 


MARKET- WIDE INFLUENCE 
O THE OREGONIAN! 


FEW newspapers reach as extensive a market as does 

The Oregonian. That is because The Oregonian for 95 years 

has lived with the people of this area, shared their joys, helped solve 
their problems, fought for their rights. No wonder the market-wide 
influence and circulation leadership mean so much to an 
advertiser in The Oregonian. Here’s one medium that talks 


to the people of this great market in the language 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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Ramet ihe 


Armed Forces 


After two years’ Navy service, 
Forrest H. Blair has returned to 
the local sales staff of KOIL, 
Omaha. Angus M. Nicoll, another 
veteran returning to the KOIL 
staff, has been named sales promo- 


tion manager, succeeding E. W. 
Malone, who will join Interna- 
tional Events Photo News Service, 
Chicago, Jan. 1. 

Edward T. Ryerson, former art 
director of W. E. Long Company, 
Chicago, and recently discharged 
from the Army air forces, has 
joined Stevens Gross Studios, Chi- 
cago, as artists representative. 

Lt. Comdr. John Morgan, re- 
leased from the Navy, has joined 
the Phil Gordon Agency, Chicago, 


as radio director. Philip W. 


Geet CHICAGO for 
400,000 Negro population 


NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


great Negro market. Chicago, with its more than 


CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


your test of America's 


is covered by the CHI- 


Abrams, after more than three 
years with the Navy, has joined 
the agency as account executive. 

Lt. Frank J. Wenter, after serv- 
ing with the Navy, has joined the 
advertising staff of Bakers’ Helper, 
Chicago. 


King Heads Office 


Lt. Col. Ludlow King, recently 
retired from the Chemical Warfare 
service, has been named manager 
of the Washington, D. C., office of 
Owens-Corning Fiberglas Cor- 
poration, succeeding C. R. Don- 
ovan, who resigned to establish his 
own firm as a Washington business 
consultant. 

Edward J. Gehl, former Army 
air forces pilot, has joined the 
sales staff of Reingold-Gould, Inc., 
New York. 

After two years in the Navy, Lt. 
(jg) John G. Miller has returned 
to the Ohio Farmer, Cleveland, as 
advertising manager. 

Capt. Arthur L, Chambers Jr., 
after more than four years’ Army 
duty, has been appointed assistant 
sales director of Colonial Pre- 
serves, Buffalo, N. Y. 

Lt. Comdr, A. Douglass Brewer, 
USNR, advertising manager of 
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Ciba Pharmaceutical Products, 
Inc., Summit, N. J., has been re- 
leased from the Navy and will en- 
joy a period of leave before re- 
turning to his duties with Ciba. 
Comdr. Woodward N. Murray 
and Maj. John A. Finnerty have 
returned as managers of the Bos- 
ton and New York branch offices, 
respectively, of the Herman Nel- 
son Corporation, Moline, Ill., man- 
ufacturer of heating, ventilating 
and air conditioning equipment. 


Moss to Shaw 


Capt. Faraon J. Moss, who con- 
ducted his own advertising agency 
in Los Angeles prior to four years’ 
service in the Army, has joined 
the Shaw Company, Los Angeles, 
as account executive. 

Following his recent release 
from the Navy, I. M. Ferguson has 
returned to his former position as 
public relations manager of Paraf- 
fine Companies, Inc., San Fran- 
cisco. 

Capt. Wheelock H. Bingham, 
leaving the Navy this month, will 
assume new duties as president of 
O’Connor, Moffatt & Co., San 
Francisco department store ac- 
quired by R. H. Macy & Co. He 


| SPEARHEAD IN THE BATTLE FOR MARKETS 


; 


ae) 
a; - 


A wary AMERICA, with purse well lined, has 


been promised a higher standard of living, 


wants it, and intends to have it. It will not 


go off half-cocked on an aimless buying 


spree. 


It will be more brand-conscious and 


quality-conscious than ever before. 


Industry 


and business can make good on 


that promise, supply that demand. Produc- 


tive capacity is more than adequate; distri- 


bution is the problem. In the catch-as-catch- 


can scuffle for post-war markets, radio-time, 


well bought, stands out as a sure short-cut 


to quick and widespread acceptance of new 


Faso 


products, and the rehabilitation of older 


lines. 


Westinghouse Radio Stations, in this 25th 


year of broadcasting, are veterans in adver- 


tising and promotional techniques.. are well 


equipped to serve you in this battle of dis- 


tribution, in a period when time is of the 


essence. The six stations of Westinghouse, 


in six vital and important markets, Boston, 
Springfield, Philadelphia, Pittsburgh, Fort 
Wayne and Portland, should rate high in 


your sales-plans for the period just ahead. 


Our national representatives will help you; 


call on them. 


(2) WESTINGHOUSE RADIO STATIONS Inc 


WBZ-s 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 


WBZA*+ WOWO + 


KEX *- KYW 


* KDKA 


* KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


was former merchandising vice- 
president of Macy’s New York 
store, 


Rejoins Brisacher 


Lester A. Friedman, after tw: 
and a half years with the Arm: 
air forces, has rejoined the Sa 
Francisco office of Brisacher, Va; 
Norden & Staff. 

Paul O. Michelson, former Navy 
ensign on duty with the U. S. Pub- 
lic Health Service, has been ap 
pointed copy chief of Knollin Ad- 
vertising Agency, dividing his time 
between the San Francisco and Los 
Angeles offices. 

Don Kennedy, recently dis- 
charged from the Navy, has been 
appointed sales promotion man- 
ager for all divisions of Jantzen 
Knitting Mills, Portland, Ore. 

Milton Seropan, after serving in 
the Merchant Marine, has rejoined 
the local sales staff of KPO, San 
Francisco. 

Henry C. Rowe, with the Army 
air forces for three and a half 
years, has returned to the art de- 
partment of Kiesewetter, Wetterau 
& Baker, New York agency. 

W. R. Beattie, after three years’ 
Navy service, has rejoined Braniff 
Airways, Dallas, and will head its 
new interline, agency and foreign 
sales department. 


Kelly Returns to Trommer 


Joseph P. Kelly, released from 
the Army air forces, has returned 
as advertising assistant of John F. 
Trommer, Inc., Orange, N. J. 

Lt. Thomas M. Riley, USNR, has 
been appointed to manage adver- 
tising activities of the Pacific Coast 
paint division of Pittsburgh Plate 
Glass Company, with headquarters 
at Los Angeles. He will direct ad- 
vertising for the company’s 40 re- 
tail paint stores in Oregon, Wash- 
ington and California. 


Treuter Heads New Office 


Charles B. Treuter, before en- 
tering the service classified adver- 
tising manager of the San Antonio 
Light, has been named manager of 
the newly-created southern office 
of the American Bowling Con- 
gress, San Antonio. 

Lt. Robert E. 
Finn, recently 
returned from 
active service in 
the Pacific with 
the U. S. Naval 
Reserve, has 
joined the staff 
of Reincke-El- 
lis - Younggreen 
& Finn, Chi- 
cago, of which 
his father, Jo- 
seph H. Finn, 
and older 
brother, Joseph J., are members. 

Before entering the naval serv- 
ice, Lt. Finn was with John E. 
Lutz, publishers’ representative, 
and also served as ad manager of 
the National Hotel Reporter. 

Lt. Col. E. W. Davidson, released 
from the Army, has returned to 
Sales Management, New York, as 
director of customer relations, and 
Lt. Elliott Eakin, with the Army 
air forces, has been named promo- 
tion manager. 

J. R. K. Taylor, after four and a 
half years’ service with the British 
Army staff in Washington and 
Ottawa, has joined Harry E. Fos- 


Lt. R. E. Finn 


S @ Set entirely with FOTOTYPE, thie 
ad is just a sample of what can be 
done with this amazing new type 
setting device-and it cuts costs, too 
eliminating display type and hand 
lettering charges. Quick, simple, ecc 
nomical ... any office girl can be your 
compositor 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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ter Agencies Ltd., Toronto, as ac- 


count executive. 
Maj. Roger M. Holt, 
from the Army, 


released 
has joined the 


Maurice L. Rothschild & Co. store, 
Minneapolis, as advertising man- 


ger. 


Capt Hugh E. Kent, M.C., has 
ejoined the staff of Bromo- Seltzer 
Ltd., Toronto, as executive assist- 
ant to the president, in the admin- 
stration of sales and advertising. 
George Benson, recently in the 


and at one time with the Phila- 
delphia Evening Bulletin, has op- 
ened Roman Advertising Agency 
with offices at 17 E. Saratoga St., 
Baltimore, Md. 

Lt. Comdr. Frank W. Chaffee, 
after 44 months active Navy duty, 
has joined The American Home 
in Chicago. 


Ironrite Appoints Sierk 


Richard W. Sierk, after nearly 
five years’ Army service, has been 
appointed advertising and sales 


oY apc 
hy. Soc 


released from the Navy, has re- 
joined Russell T. Gray, Inc., Chi- 
cago agency, as a vice-president. 

Capt. Hugh R. Wanke, after four 
and a half years with the Army 
air forces, has joined Leon S. 
Golnick & Associates, Baltimore, 
as head of the radio department. 

Lt. Wm. Lightner, recently with 
the Navy, has rejoined the na- 
tional advertising staff of the Lan- 
caster Newspapers, Inc., in charge 
of the Philadelphia and Harris- 
burg territories. 


radio representative, at New York, 
as account executive. He was 
formerly with the eastern sales 
staff of the Pejepscot Paper Com- 
pany. 

Lt. Francis M. Winikus, honor- 
ably discharged from the Navy 
where he was awarded three bat- 
tle stars for his participation as 
commander of a sub chaser in 


45 


eight major invasions, has joined 
the advertising department of 
United Artists, New York. Be- 
fore joining the Navy in 1942, he 
was with Warner Brothers’ home 
office advertising staff. 

After five years in the Army, 
Robert W. Booth has returned as 
former assistant manager of 
WTAG, Worcester, Mass. 


GIBBONS aati CANADA 


I Navy, and previously eastern sales 

ianager of American Broadcasting 
( Company, has joined the sales de- 
partment of Mutual Broadcasting 
Company. 

McKee 
Thompson, 
overseas with 
the Navy for 
the past three 
and a half 
years, has re- 
joined the De- 
troit office of 
McCann-Er- 
ickson, Inc., as 
account execu- 
tive. He was as- 
sociated with 
the agency in 
its San Francisco and Los Angeles 
offices prior to being transferred 
to Detroit in 1941. 

Harold Reschke, recently dis- 
charged from Army ordnance, has 
been appointed to the sales staff 
of the New Center Studios, De- 
troit. 


Institute Names Mader 


Joseph Mader, who served as a 
Navy lieutenant during the war, 
has been made director of indus- 
trial research by the Research In- 
stitute of America, New York and 
Washington. 

Comdr. R. C. McKee, after four 
and a half years’ service in the 
Navy, has re- 
joined the 
Standard Oil 
Company of In- 
diana, Chicago, 
as assistant ad- 
vertising man- 
ager, a post to 
which he was 
appointed in 
1937. He joined 
the company in 
1934 as editor 
of its monthly 
dealer publica- 
tion and creative assistant to the 
advertising manager. 

Capt. R. M. Odegard, after two 
and a half years’ service with 


McKee Thompson 


R. C. McKee 


Army combat engineers, has 
joined Henri, Hurst & McDonald, 
Chicago. 


Named Radio Director 


Byron A. Bonnheim, recently 
Army public relations and sales 
officer, and formerly with Meyer 
Both Company, has been appoint- 
ed radio director for Esquire and 
Coronet, Chicago. 

Bob Knapp, radio writer and 
producer on leave from Schwim- 
mer & Scott, Chicago, has re- 
turned from duty with the Army 
air forces to rejoin the agency. 

George Roman, recently with the 
Army’s chemical warfare service 


CPO Richard Gerken, with the 
Navy for four years, has joined 
Joseph Hershey McGillvra, Inc., 


promotion manager of _ Ironrite 
Ironer Company, Detroit. 
Marshall G. Walther, 


recently 


GIBBONS | LTD. 


J. BAY STREET. - TOR 
WINNIPEG, sree 


ADVERTISING J + MERCHANDISING 


TORONTO, MONTREAL, AUBREY, EDMONTON VANCOUVER 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO- 
207 North Michigan Avenue 
Chicago 1, Illinois 


ENGRAVERS 


.for the 
family, for the nation, for industry—and for 


This is the day of vast new horizons.. 


advertising. 


It’s the day for building new things. It’s time 
for old habits to be re-examined, old prejudices 
to be thrown aside, old practices and ideas to be 
re-appraised in the light of conditions the like 
of which have never before existed. 


For advertisers, it’s time to look again at the 
newest, freshest thing in existence: the latest 


edition of the daily newspaper. 


Newspapers have come out of the war with 
vigor and breadth of influence unmatched in 
journalism’s history. Yet they have everywhere 
retained and strengthened their priceless and 
unique secret of the Local Touch, which binds 
their audience to them as no audience is bound 


to any other medium. 


For the new product a-borning or the estab- 
lished product reborn into the postwar world of 
new and more aggressive competition, the news- 
paper offers a selling power that has no equal... 
a waste-free, quick-acting, hard-hitting, economi- 
cal selling power that is equally efficient in one 


city, a region, or the whole wide nation. 


For the advertiser with public and employee re- 
lations problems born of reconversion, the news- 
paper offers the surest known channel to peo- 
ple’s minds and opinions...as proved so con- 
vincingly by newspapers’ wartime achievements 


with informative advertising. 
a . o 


Today, as never before, your advertising is news. 
For bigger and faster results, put it in newspapers. 
where people everywhere look every day for most 
of their information ...on current events, on cur- 


rent problems. on what to buy and where to buy. 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Memphis Commercial Appeal and The Memphis Press-Scimitar in the interest of all newspapers 
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Butler to Delettrez ‘Schmith to Graphic Arts | Frazier Leaves NAB; ‘Bobertz Joins Agency rector, Jean Gordon has been 


. = named staff assistant in charge , 
ae Edward M. Butler, formerly; Andrew B. Schmith has resigned| Miss Cornelius Promoted G. H. Bobertz, formerly on the mot de with organized yo 4 
ey with Yardley of London, has been|as art director of Wyeth, Inc., : ‘ Dow Chémical Company account/and William R. Baker has bee: 
Saeed appointed vice-president and gen-| Philadelphia ethical drug sub-| Howard S. Frazier has resigned | 4+ \acManus, John & Adams, has promoted to staff assistant 
eral manager of Delletrez, Inc.,|sidiary of American Home Prod-|8$% director of engineering of the |}¢en appointed an account execu- charge of publicity and public 
New York. He was associated|ucts Corporation, to become art| National Association of Broadcast-| tive of Florez, Phillips & Clark, 


with Yardley for 10 yours, most|director of Graphic Arts, Inc., ee a ge of- | Detroit agency. ass ay 

recently as assistant to the gen-| Philadelphia, designer and litho- n m coun- Slit ni : 

eral sales director in New York. ! grapher. sel at 1730 Eye St., N.W., Washing- Cc ‘ G-F To Leonard Sive | 
ton. oates Joins G- Industrial Representatives, Ci) - 

Helen A. Cornelius, formerly as- Charles B. Coates, formerly as-|cinnati importer, has appointed 

—— sistant director of broadcast ad-| sociate editor of Factory Manage-|;Leonard M. Sive & Associates, 
vertising of NAB, has been ap-| ment & Maintenance, has joined/ Cincinnati, to handle its advertis- 
pointed special counsel on retail | the public relations department of|ing. Direct mail, catalogs and 


. broadcast advertising in New|General Foods Corporation, New| dealer cooperative advertising wil] 
To help attain York. York, as assistant department di-| be used. 


full speed ahead on your 
peacetime selling job 
ADD STANDARD ADVERTISING 
REGISTER TO YOUR EQUIPMENT 


Only one newspaper 
effectively covers 


. eT 
— aswnaron> conn 


- =.= largest flour milling 
center on the West Coast! 


The Standard Advertising Register (geo- 
graphical edition) and supplementary serv- 


ices enable you to select your prospective 


customers or clients by town, city or state. 
It is especially adapted to the use of sales 
organizations where live lists of prospec- 


tive customers are furnished and regional 


salesmen are not required to find them 


“catch-as-catch-can.”’ 
Write nearest office for details 


National Register Publishing Co., Inc. 


330 West 42nd Street 333 N. Michigan Ave. 
New York 18, N. Y. Chicago 1, III. 


No. 10 of a Series 


TOTAL capacity of 10,000 reasons why Washington's Sec- 
The NAME Band of the Midwest! Eh: ‘hecosin Gelie cealen Teen ond Market is a “must buy” on 
the fifth largest U. S. flour milling every newspaper schedule. 
center—the largest west of Kan- 


sas City and Minneapolis. There See how daily newspapers rank 
are many other important food A jf, thelr coverage, of Tacoma: 
industries here, too—large berry buy families: 

and fruit canneries, a rapidly-ex- Gg 
panding “quick-freeze” industry, THE TACOMA 1¢ h 
plants producing mayonnaise, NEWS TRIBUNE 
condiments, cereals, candies and Second Tacoma Paper... . 50% 
food specialties. All this basic ac- Seattle Morning Paper .. . 11% 
tivity adds to the economic stabil- Seattle Ist Evening Paper. . 5% 
ity of the Tacoma-Pierce County For Details, Ask 


area— just one more of the many Lorenzen & Thompson, Inc. 


* Whoopee John 8.7 Hooper rating. His nearest competit i 

Philharmonic over CBS with an 8.4 Hooper. Pe a a ee 

The Great Minnesota (and Wisconsin) audience demands, deserves and GETS the best in radio! be Co: g Washington's c | M. En et” 
; a toe 2h a? ’ , . Panel Os Seas a sae 


N | 


MINNEAPOLIS + ST. PAUL, MINNESOTA 
AMERICAN BROADCASTING CO. 
FREE AND PETERS National Representatives 
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i . . - 3 Be Ss ss / 
Rr listeners than any other show on the air!* ..... And over = Bey Suey / 
aA. 150,000 people attend Whoopee John’s dance engagements in ball- (Slee a a] £ 2 
rooms throughout WTCN’s listening area every year. To his solid “Se eo 4 
booking on the air and on dance dates, Whoopee John adds Decca >. a 71 . 
recordings to his terrific score. Another midwest winner with an ews Tz me ’ 
enthusiastic sponsor! 2 
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HAVE SPOKEN 
FOR MORE YEARS, 


WITH MORE 
AUTHORITY, 


TO MORE 
PEOPLE 
WITH MORE 
INFLUENCE, 


HE great names of industry and business are those 
that have used Post advertising pages consistently 
through the years. 


Today, as it was yesterday, and will be tomorrow, The 
Saturday Evening Post is the most effective advertising 
medium for creating and maintaining national brand 
leadership. 


Year after year, in every community, in every neigh- 
borhood, in every income group—Post readers are the 
first to buy the new and better things. They set the pace, 
creating and influencing the demand that establishes 
brand preference. 


Post readers are the nation’s best customers, with living 
standards and incomes high above the average. They have 
the money to buy the things they want. 


) THE SATURDAY EVENING 


Survey after survey proves that people pay more attention to advertising in 
The Saturday Evening Post than in any other magazine. 
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CIRCULATION CIRCUIT RIDERS 
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Into chain stores and headquarters 
from Deaf Smith County, Tex., to 
Dubuque — from Secaucus, N. J. to 
Pacific Grove,-Cal., CSA’s 14 rambling 
circulation men go question - asking. 
Unique and ubiquitous are these spe- 
cialists in trade circulation operations. 
Their job is to see that subscriptions 
are taken by livewire store chain man- 
agers, buyers, headquarters execs. But 
these go-getters double in brass. They 
report news, get opinions, maintain 
flow of reports to CSA's home office 
which permits ‘on the beam”’ editorial 
material. 
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eheses CSA shirt-sleeve field editors see, 
pesete do, ask to get facts, make atticles 
ate ring with know-how. An example: 
sues Leading food chain has new prod- 
basse uce school. A field ed. parks hom- 
si5st- berg, puts on an apron, gets dirty, 
Tehesst gets swell article. : 
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WIDE RANGE OF COPY IDEAS at 
Here are most popular copy HE : 
themes appearing in CSA: Prod- es! 
uct Details, Availability, Quality, tee 
Complete Line, Profit, Leadership, SaSe 
Company Methods, Research, te | 
Dealer Sales Aids, New Packages gs a 
*5 —These themes give volume- eS 
st minded chain store men lots of Vibe 
tes live information on the products suet 
:. they explain, sell Sty 


the Entire Chain Store Field 


Ww MANAGERS 


WARIE 


prus store 


wi 
WANAGERS QUNTRIN-RESTADES g EXECUTIVES 
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ADMINISTRATION Dru 


8 Separate Magazines “Passing the Information" 
to America’s Chain Store Decision Men 


BMAP IM 


| with Dancer-Fitzgerald-Sample. | 
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Fair Trade Law 
for “49th State’ 


Runs into Snag 


Washington, Dec. 11.—Enact- 
ment of a “price maintenance” 
law for the District of Columbia 
ran into stubborn consumer oppo- 
sition here this week which may 
again prevent the nation’s capital 
from joining the 45 states that 
already have “fair trading” stat- 
utes. 

The Senate District committee 
was on the verge of reporting out 
the “fair trade” law when local 
newspapers and citizens’ groups 
ganged up to demand additional 
hearings. 

Sen. Leverett Saltonstall (R., 
Mass.), sponsor of the bill, agreed 
that he would reconsider his posi- 
tion if the Federal Trade Com- 
mission and the Department of 
Justice decided to oppose it. 

Since these agencies succeeded 
in killing similar legislation for 
the District in 1940, and have con- 
sistently sought repeal of the 
Miller-Tydings amendment, back- 
bone of all state fair trade laws, 
their position can easily be pre- 
dicted. 


‘News’ Sparks Attack 


Sparkplug in the fight against 
the bill was the Scripps-Howard 
Washington News, which con- 
ducted an_ editorial “expose” 
against “price maintenance” laws. 
On Monday, the News was joined 
by the Washington Post, which 
argued that the need for such 
legislation has not been ade- 
quately demonstrated. 

Earlier, the National Association 
of Retail Druggists and _ local 
druggists had testified that the 
price maintenance legislation 
would protect independent re- 
tailers from cut-throat competi- 
tion of cut rate operators who do 
a loss leader business. 

“In our opinion, this is a most 
inappropriate time to consider any 
kind of legislation calculated to 
boost prices of such essential ar- 
ticles as drugs above existing in- 
flated levels,” the Post said. “Cer- 
tainly there is no evidence that 
local druggists are suffering from 
the effects of cut-throat compe- 
tition.” 


Consumer Groups Represented 


On reopening hearings yester- 
day, the District committee chair- 
man, Sen. Theodore Bilbo (D., 
Miss.) found 20 large consumer 
groups on hand to fight the pro- 
posal, including the 200,000-mem- 
ber Northwest Citizens Associa- 
tion, represented by Gordon 
Atherholt, a corporation lawyer. 

Spokesman for the consumer 
bloc was Harry S. Wender, of the 
Federation of Citizens Associa- 
tions. “Fair trade acts have been 
passed in 45 states,’ Mr. Wender 
said, “because millions of dollars 
were spent by the drug lobby and 
consumers never knew what was 
going on. 

“The song and dance that it 
will protect the independent is so 
much hooey. Otherwise, why is 
the legislation supported by drug 
manufacturers and chains?” 

Sen. Saltonstall had decided to 
listen to the FTC and Justice wit- 
nesses before pressing for the 
legislation, the News reported, as 
it maintained its fight against the 
bill. Saltonstall told the News 
that he “acted in good faith at 
the request of the National Asso- 
ciation of Retail Druggists.” 


Moloney Joins R&R 


James L. Moloney has joined 
Ruthrauff & Ryan as an account 
executive in the New York office. 
Mr. Moloney has been with the 
General Electric Company, adver- 
tising manager for Seiberling Rub- 
ber Company, vice-president in 
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Fair Starts Video 
Series on WBKB 


The Fair Store, Chicago, on Dec. 
7 began a new 13-week series of 
experimental television shows on 
Station WBKB, Fridays, 7:30 p.m., 
CST. 

The series, written by Jeanne 
Gifford of the Fair’s advertising 
department, and staged by Sam 
Blum, display manager for the 
store, presents retail merchandise 
advertised in newspapers as it ap- 
pears in the store, with guides 
describing the items on sale. 


Wheelock Advanced 


L. A. Wheelock has been ap- 
pointed western manager of equip- 
ment tube sales of the radio tube 
division, Sylvania Electric Prod- 
ucts, New York. Besides his new 
duties, he will continue as man- 
ager of the central division, with 
headquarters in Chicago. 


Four Join Wilder Agency 


Bess L. Barnes, formerly in the 
copy department of Van Auken, 
Ragland, Inc., Chicago, and Rich- 
ard Gwinn, formerly assistant ad- 


vertising manager of Lind} erg 
Engineering Company, have joineg 
the copy department of Almon 
Brooks Wilder, Inc., Chicago. 175» 
Schmerler and Paul Wallace, bot) 
recently discharged from the 
Army, have joined the agency's 
art department. Mr. Wallace was 
with the agency prior to his cn- 
listment. 


Feiss Opens N. Y. Office 


Sid Feiss has opened an oftice 
at 489 Fifth Ave., New York, un- 
der the name of S. L. Feiss & As- 
sociates, to act as publishers’ rep- 
resentatives for trade and con- 
sumer publications in the New 
York and New England territory. 
Mr. Feiss was formerly with Fair- 
child Publications, New York. 


Crosley Ups Macdonald 


Norman C. Macdonald, eastern 
regional sales manager of Crosley 
Corporation, Cincinnati, has been 
promoted to vice-president and 
general manager of the New York 
branch of Crosley Distributing 
Corporation. Sherman A. Bishop 
has been named to succeed Mr, 
Macdonald. 


charge of advertising and mer- 
chandising for Frankfort Distil-| 
leries, and an account executive | 


together. 


ANOTHER 200 MILLION FROM CITRUS! 


*°€©eee 
in the 1944-45 season {report of 


just released) Florida shipped: 


156,759 carloads of citrus valued at $201,912.530. 
69,225 carloads of vegetables valued at $92,375,550. 
11,988 carloads miscellaneous fruits valued at $8,229,600. 


Tampa is the home of most of Florida’s canning 
piants and manufacturers . . . - 


Tempa ships, through its port, most of Florida's 
__titrus that goes to other countries, and ships 
rail most of the fruit that goes to other states. 


(See Sales Manogement} 


iS SERVED BY 


THE TAMPA DAILY TIMES — 


Tampa's only afterncon newspaper ... publishing — 
_most of the daily advertising of Tampa merchants. _ 


TAMPA DAILY 


NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC. 


Fowners ano orerarors oF WA ED AA EEcowumera arriviare TAMPA Ae 


Florida Marketing Bureau 


- 


V Florida produced 30 million of the Nation’s 42 _ 
million cases of canned citrus ... more than all 
other of the Nation’s canned fruit and juice put : 


V) tampa is the hub of a territory that grows 69% 
| of all Florida's citrus fruits . . . - 
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Tastes as Good as Your Favorite 
Ground Coffee—or Money Back! 


We'll skip the adjectives and put it to you 
plain. Either Borden has it—or we pay! 


See 6 
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Wortertul coffee Nothing but coffee A special Borden 
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GUARANTEE—The Borden Co., New 

York, goes all out in its new news- 

paper campaign for Borden's Instantly 

Prepared coffee, with the offer of 

money back to users who don't think 

the product is as good as their favorite 
ground coffee. 


Coffee Soothes 
Nerves of Losers 
in Nylon Derby 


Buffalo, Dec. 11.—A couple of 
thousand lucky women got both 
nylons and coffee here recently, 
but a good many thousands more 
got only coffee. 

J. N. Adams & Co., department 
store, put 2,168 pairs of nylon 
hose on sale at $1.35 per pair, 
with the inevitable result that 
thousands of hopeful women 
formed lines four blocks long out- 
side the store and purchased 
tickets on a first-come, first-served 
basis. 


Appoints Fackler 


William C. Fackler, executive 
director of sales research and as- 
sistant merchandise manager of 
Munsingwear, Inc., has also been 
named West-Central divisional 
sales manager, with headquarters 
in Minneapolis. 


Hall Joins Al Fried 


Helen D. Hall, formerly with 
the Research Institute of America, 
Oakland, has been appointed an 
account executive of Ad Fried 
Advertising Agency, Oakland. 


Kellstadt Named 


Charles H. Kellstadt, for the 
past 14 years manager of Sears’ 
retail operations in Cleveland, has 
been appointed national retail 
merchandise manager of Sears, 
Roebuck & Co., Chicago, succeed- 
ing Dr. Boris Emmet, who will 
retire Jan. 1. 


Schonfarber Names V.P.s 


Jordan D. Wood and Russell C. 
Edwards, recently released from 
the Army, have been elected vice- 
presidents of Gordan Schonfarber 


& Associates, Providence. 
appointments are: Amanda C. 
Olsson, secretary, and John Salles 
Francis, formerly with Murrill 
Agency, New York, art director. 


Pittsburgh Plate Glass 


to Acquire Suydam 


Plans to acquire all the voting 
stock of M. B. Suydam Company, 
paint and varnish manufacturer, 
have been completed by the Pitts- 
burgh Plate Glass Company. The 
transaction probably will be com- 
pleted by Jan. 1 and the company 


Other | 


au 


will be operated as the M. B. Suy- 
dam division. 

R. S. Suydam, president, and 
his associates will continue in 
their present capacities. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 


| 
| 


The nylons were gone in an 
hour and 25 minutes, and the 
disappointed also-rans were kept| 
in moderate order with the aid of | 
countless cups of coffee dispensed | 
to the waiting throngs without | 
charge by the store, which figured | 
that free coffee was a cheap 
alternative to a riot. 


Form Holton & Wilshire 


Holton & Wilshire, with offices | 


at 500 Fifth Ave., New York, has 
been formed to offer market 
studies and technical advice to the 
food industry. It is headed by 
Paul E. Holton, former chief tech- 
nologist in the cereal and baked 
products branch of the Quarter- 
master Corps, Chicago, and W. 
Murray Wilshire, 
Standard Brands as manager of 
its war production and supply de- 
partment, New York. 


500,000 


_ WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 


CHICAGO © 


Clinton Project at Knoxville where the Atomic Bomb was 
developed cost ONE BILLION, ONE HUNDRED MILLION 
DOLLARS. 1+ covers 59,000 acres, and includes 425 build-~ 
ings. In its secrecy, workers in one building had no idea 
what was being done in the next building. 


Harnessed atomic power will be a weapon of peace, accord- 
ing to Pres. Truman. It will also be developed for strictly 
peaceful purposes, and some day it may power our planes, 
our steamships, and heat our homes. The world won't stop 
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in his imperial proclamation Hirohito himself stated the 


explored 


atomic energy. 


greatest factor forcing the Japanese surrender was the 


atomic bomb. This revolutionary harnessing of atomic 


energy was accomplished 


in @ ‘‘secret city” right in 


Knoxville’s front yard where 75,000 people lived with 
the highest per capita spendable income in America. 


Now you can understand why Knoxville last year led 


every city in the country in Retail Sales Gains! In De- 
partment Store Sales Gains! In Bank Debit Increases! 
Put Knoxville high on your list as an outstanding market. 


formerly with | 


‘KNO 


ie on ee 


‘SUPERNATURAL POWER 


Sa 


ge gt Sco oO OO 
=‘ . ee é 


Tremendous prosperity and payrolls created by Clinton 
Project and the other huge industries in Knoxville have sky- 
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Sell Knoxville and keep it soldl 


Built in 3 
fe years, 
r7ton Project ‘is 
miles lon 
9 miles wile i 


For families livin 

yy rite project are 

° s¢ Cols, 7 the + 
ibrary, hospital ers, 
17 restaurants 


13,000 q 


orm ito 


rocketted buying in every line. Center of the entire TVA 5000 trailer TY Spaces, 
development, 22 giant dams forming the largest power sys- barrack < - and 16,000 
tem, Knoxville is the BEST DAM MARKET IN THE WORLD. Paces in C.E.w. 


“tec 


ite —_ 
“a P| 
+e 


== Ze e . 
: « Ly 
= ie Per Ol 


There are 10,000 homes 
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Represented by 


dollar volume of products. As a 
ing, Nashville ranks among the 


Printing Corporation, publication 


Nashville market. 


EVENING 


Mt alias: to diets te 
NASHVILLE 


—a $600.090.000 market 


Nashville Tennessean 


MORNING 


Printing and publishing is Nashville’s leading industry in 


center for commercial print- 
leading cities of the United 


States. Nine large church denominations print all or part of 
their books and periodicals here, totalling over seventy million 
separate pieces of church literature per year. Of primary im- 
portance in Nashville’s printing industry is the Newspaper 


agent for the two great news- 


papers which give the advertiser blanket coverage of the 


NASHVILLE CITY ZONE POPULATION....... 257,726 
NASHVILLE MARKET POPULATION......... 920,843 
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3 International 
Shoe Divisions 
Set Ad Campaigns 


St. Louis, Dec. 11.—Three In- 
ternational Shoe Company divi- 
sions will use newspapers, maga- 
zines and radio, along with ex- 
tensive dealer aids, in their 
1945-46 campaigns. 

The Roberts, Johnson & Rand 
division of International, for the 
Rand, which retails from $6.50 to 
$9.85, will begin a program in 
March using color ads in Esquire, 
Life and The Saturday Evening 
Post, local newspapers, radio spots, 
window displays, point-of-sale ex- 
hibits and direct mail. A com- 
panion line, Randcraft, retailing 
from $5.50 to $6.50, will be in- 
cluded in the promotion to meet 
popular price competition. 


To Promote City Club Line 


Peters Shoe Company division 
will promote its City Club line, 
in a price range from $6.50 to 
$9.85, and its Claston line, re- 
tailing from $5.50 to $6.50, via 


newspapers, magazines, radio and 
dealer helps. Collier’s, Esquire, 
Life and Look will be used be- 
ginning next March, with all ad- 
vertising based on the company’s 
“B.D.C.” (Best Dressed Circle) 
theme. 


Plans Newspaper Test 


Sundial Branch, Manchester, 
N. H., division of International, 
will use a large scale newspaper 
and radio effort for its products 
in the next three months. On a 
test basis, Boston, Providence, 
Waterbury, Bridgeport, New York 
and Philadelphia newspapers will 
be scheduled for 600 and 400-line 
space. One minute and 15-second 
radio transcriptions will be used 
on Providence, Waterbury and 
Philadelphia stations, and the 
company’s 1945-46 plans also in- 
clude the making of complete pro- 
motional package material and 
dealer aids. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency for Roberts, 
Johnson & Rand, and for Peter 
Shoe Company, while Badger & 
Browning, Boston, is the Sundial 
Branch agency. 


Hammer Agency Gets Six 
Accounts; Adds to Stai! 


Hammer Advertising Age ey 
Hartford, Conn., has been namie 
to handle advertising of the kK}; 
wood Industries, wrenches nq 
appliances, Feeding Hills, M: ;. 
Universal Jewelry Case Comp: iy 
packaging, Chicopee, Mass.; | 6. 
flectone Corporation, mirror .:4 
chairs, Stamford, Conn.; Berk! ne 
Corporation, furniture, Moris. 
town, Tenn.; and Double B. Prod. 
ucts, DDT insecticides, and Std. 
dard Brothers, fruit juices, Hart- 
ford. 

Ralston Munson, former copy 
chief, has been named production 
manager, James A. Weston, «ac. 
count executive, and Allyn Ff. 
Martin, art director. 


Loew’s Names Emerling 


Ernest Emerling has been ap- 
pointed national advertising and 
publicity director of Loew's 
Theaters, succeeding Oscar A. 
Doob, who becomes genera] 
theater executive of the chain, 
Edward S. Dowden will succeed 
Mr. Emerling as assistant nationa] 
advertising director. 
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“Whi, Colonel, even a child 
could. decode thir... 


It's what we call a transposition cypher, and it reads in clear 


English: 


“LOCAL MERCHANTS BUY MORE THAN TWICE AS MUCH 
TIME ON WHK AS ON ALL OTHER CLEVELAND STATIONS 


COMBINED!" 


“RETAILERS' CHOICE IN CLEVELAND" 


Represented by Paul H. Raymer Co. 


BASIC MUTUAL IN CLEVELAND 


> AC veri 


Safe 
to Le 
Hom 


chicag 
Safety C 
tl nwide 
sufe ho 
gram is 
standard 
mittee O 
tectural, 
turing a 

Declar 
tisers “‘V 
of mone 


to make 
be intel 
standar 
rector ‘ 
vision, 
will su 
lief thé 
dends i 
Our ca 
give W 
valuabl 
commit 
our be 
lives al 

Free 
availab 
Wacke! 


Fat 
To | 
at Ih 


New 
for the 
sumed 
week, 
into u: 
of poi 
pect o 
contin’ 

Alth 
relativ 
trial f 
be sl 
stresse 
has er 
is nec 
tion o 

In i 
paign 
count; 
foreig 
throu; 


NEW 


P 
sal 


~s d we ‘ re Ps Py ™ ¥ tg 4 a ; a Ry p aaae : ee SRY Le ie tole eal mS " 
’ : AavU QQ Age, Ve OD , = ee 
| ‘ 
| —— : Pe 
wrote 4 ‘. 
= i ee ff 
ee ; " 
i ee E 
pas ' 3 “a Beha 7 ? 
bisa 8 3 : # ae . P28 ee '. = cf 
mi SS r ; ee por Sees 3 a te, ‘ ‘ - s “** fff 4 me 
aie 2 = ina ~ ek S i Ce Aes * “Val 
7 ao res” \ “ae aay \ me AS CN. RR 
» pel NS int AR ie $4 et Se ons ein 
se A le: ae Ao RN 
ae a "aad gO el ae wk eae ; 
- re San oo... 2 Gh ae 
> oy eae ‘% 2%, Se ‘ oS ONS A ee .. Se en ‘ 
= pt oa ea: T@ es | 
ee ee ee ey 
py BBs i 2 . a i: ig “een oe a ee ee ‘at By | ’ F 
ig see, ° o> Se a | a asa | 
i face Meee ae eres 
z F hate sae” i ae Sie. Se 8 ie 
oe ' Kies a ead cate i ata f! . : a, ey “ge : Hh : A a 4 
= = ll % f ey W\ Sg : ao ¥ eo. 
- Me te, me ld er ie we VS eo Sans es { F 
= heey oo “2 Ce a dew | oe ‘he \ a | 
" rr ae 2 Me ames } is » e at =a wd a ae “ee ae oe +e oe es J 3 ay ‘ _O OC —_: O—n eawxXx—X—eneees 
: i hte, * " 1 ae i Bs 34 ri Ms eh ee ak 3 . ree 7 ey “. ame wee % 
; ee: ‘ ge: sae 
: a ee 
ee sight ttm Ve bah 
3 f eeanntee 
s4 ih am : ~ 
- SS, 2a Ya 
sf . aaa — i. 
it | Be 4 . ; pw = ; a ay mee Re 5 
aR 3 5 - ‘ Le ; 
at ¥ =>/- ee oo 
ae — = _ =, es haa 
g As i Re a ik { 
= 4 ug. ¥ — Tae 
cae ES : — 3 oe E i 
“ti ng a ae 
: 7m - be ; oe . 
me 3 Baa ; a8 pow ” 
wr Pare Be UY TREAT 2 ae ee — — rie wygit 
i ., io ks See De Meare rr ‘2, SS UR eS se Mae SSR ae ee — Repti ets > op — e) Sees ts a S ‘i 
pt e y 
a : it ean be NI | : 
_ now t 
ia a 
— ae B ek cur Ge cp : 
ti a 3. et MECH, = Ng 
ae ae es Nica L = Op, a 
e. ik ai Mag “Ma 
4 oy in, * EE — 
> ~ CHEMICAL D 
*, a x ° 
f Z pLastTic 
&, % ee 
: €n,° | 
‘ae sey ig making and % 
j \ _— e ma 
? 2 for resea! c F 
svg rime competitiv’ 
aes me basic fact re 
iy ting demand caus 
i Kle 
Abe ee ee = a ) 
Bhi ott i pres 
| eep yo 
; | d clea 
istic 
staliogs Equipment | ee 
Technical Soles = } rect n 
Ae cia - : esente 
gn Languoge Te, oa i ; = rts t 
diagroms isometr — = § 5 inchin 
1 ntic = 
. ee , ; ig 
( 0) T....Cti~‘:S™FT ertisi 
+ j rough 
Pp ry Or 
call or write EPT. of ers 
NY ‘ es ”. ‘ 
! oust mma rin i 1 as 
an q tly sé 
r assoc) xm | ee fe 
132 Nessau Street - PLAST! 
eC | MO 
we * ‘ — - 


ap- 


Loew’s 


succeed 
nationa] 


— advertising 


Age, December 


Safety Council 
to Launch ‘Safe 


‘, 


Homes’ Drive 


‘hicago, Dec. 11.—The National 
Sefety Council will launch a na- 
tionwide publicity campaign for 
“safe homes” on Jan. 20. The pro- 
ram is based on a set of safety 
ndards developed by a com- 
ittee of executives in the archi- 
ctural, construction, manufac- 
ing and publication fields. 
Declaring that national adver- 
tisers “‘who have spent large sums 
* money on research and design 


HAVE A HOME 


to make their products safer, will 
be interested in publicizing these 
standards,’ Thomas Fansler, di- 
rector of the council’s home di- 
vision, said, “Many of the points 
will support the advertisers’ be- 
lief that safety pays large divi- 
dends in merchandising products. 
Our campaign is designed (1) to 
give widespread publicity to this 
valuable report of our technical 
committee and (2) to reiterate 
our belief that safe homes save 
lives and make for better living.” 

Free copies of the standards are 
available at council offices, 20 N. 
Wacker Dr., Chicago 6. 


Fat Salvage Drive 
To Run Till Spring 


at Increased Pace 


New York, Dec. 11.—Advertising 
for the fat salvage drive was re- 
sumed at an increased tempo last 
week, with a reserve fund called 
into use to coincide with the end 
of point rationing and the pros- 
pect of an industrial fat shortage 
continuing well into 1946. 

Although food fats will be in 
relatively better supply, indus- 
trial fats and oils will continue to 
be short. The new campaign 
stresses that, although rationing 
has ended, salvage of kitchen fats 
is necessary to maintain produc- 
tion of soap, tires, nylons, etc. 

In its current schedule the cam- 
paign will use 1,600 dailies, 2,600 
county seat weeklies, and Negro, 
foreign and shopping newspapers 
through the week of March 4. 


NEW PLASTIC ENVELOPE 
protects ads, photos, 
sales aids... for years! 


Kleer-Vu Plastic Envelopes 
won't let your files or 
presentations get dog-eared! 


ep your sales and adve rtis sing mate il hs at 
1d le an fo A are by ins erting it in = -Vu 
astic Envelo s Exhi bit slips int« the en- 

ope easily oaye there wees pasting. Per- 
t for filing an d protecting pho proofs, ad 
rect mail, price lists ete Exe fle ‘nt for sales 


sentations—constant handling won't so 


rt Makes a rich, dignified impre ssion on 
nts and prospects Saves time and work No 
nching holes, no fuss. And no need to change 
idy specimens every few daye Used succe 
ly by sales and ad- 
ertising workers 
roughout the coun- | !2 KV6 Plastic Envelopes (take 
ry Urder a dozen|**” * Mien! <? 
eer-Vu envelopes one $2.50 
ike 81%” x 11” in- 
rts) or a complete Agta at Genu ine Fabrik 
rtfolio Money back | 94. hard-« Ce, pee 
10 days if not per- te binding. : —_ a 
tly satisfied Write — $3. 
AMERICAN PORTFOLIO. Flexible Lexide 
VLASTIC PRODUCTS io phe soba: O-Ring om 
Dept. AA ing, 6 removable KV6 envelope 
2007 S. Main Street | on 
Los Angeles 7, Cal. 


MONEY-BACK GUARANTEE 


a 


Insertions vary in size from 600 
to 300 lines. Donated radio time 
is expected to approximate $350,- 
000. 

The campaign is the most in- 
tensive advertising drive that has 
been carried on for the fat salvage 
drive since its inception in July, 
1942. 

Kenyon & Eckhardt, New York, 
is the agency for the Association 
of American Soap & Glycerine 
Producers, representing approxi- 
mately 350 manufacturers. 


Johansen to French 


Oakleigh R. French & Associates 
has been appointed by Johansen 
Brothers Shoe Company, St. Louis, 
to handle the advertising for its 
high-style women’s shoes. Fashion 
magazines will be used. 


Cyanamid Appoints 

American Cyanamid Company, 
New York, has appointed Sheldon, 
Quick & McElroy, Inc., to handle 
the fertilizer division, effective 
Jan. 1. Fertilizer advertising for- 
merly was handled direct. 


Name Rados President 


William Rados, associate direc- 
tor of the department of sales and 
merchandising training of Schen- 
ley Distillers Corporation, New 


York, has been elected president | 


of the National Society of Sales 
Training Executives. He was vice- 
president of the group during the 
past year. 


Rustless Names Pierce 


W. B. Pierce, formerly chief of 
the WPB stainless steel branch 
and market development manager 


of Rustless Iron & Steel Corpora- 
tion, Baltimore, has been ap- 
pointed to head the new sales de- 
velopment department of Alle- 
gheny Ludlum Steel Corporation, 
Pittsburgh. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


1928 


SINCE 


SAN FRANCISCO LOS ANGELES 


RUSS BLDG. GARFIELD BLDG. 


Not many years ago a transcontinental train trip was 


ee 


“ee an ordeal of many days. Today we not only ride in we 
y luxurious comfort with the speed of the wind but /ravel Fe 

costs are less. Modern transportation is only one of numerous a © 

American achievements in which .. . by streamlining the operation “6 —— wa 

. some service or manufactured product has been improved while “7 ™ Weel >». 

prices were lowered. ~ & ~~ | ‘a 
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cAMOUS BRANDs 
PRODUCTION Gloss 
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AT UNCOATED PAPER PRICES 


Such a development .. . of outstanding 
importance to Advertisers, Printers and 
. . came when Consolidated 
“streamlined” the process of manufactur- 
ing and coating paper. For that achieve- 
ment not only improved quality but 
brought Consolidated Coated Papers with- 
inthereachof almostevery printing budget. 


Consolidated Papers quickly earned their 
place among the enamel-coated stocks selected 
for printing of the highest type. Today a long 
list of outstanding national magazines, trade 
and technical publications, and the finest cata- 
logs and brochures of leading advertisers 
are printed on Consolidated Coated. 


every sheet. 


tale .. 


We could tell you of the care we take through 
every stage of manufacture to insure a smooth, 
full, uniform enamel coating on both sides of 
We could talk of what we do to 
insure unusual opacity even in the lighter 
weights. But there is one test that tells the 
. the test on the press. 


If you have used any of Consolidated’s four 
grades (sold in weights down to 45 pounds) 


you know how smoothly they handle through 


clean, 


for you. 


presses and how they improve appearance with 
clear-cut reproductions of the finest 
engravings in one or many colors. If you have 
never used Consolidated Coated your paper 
merchant will tell you of their advantages and 
estimate the savings these papers can make 


One of Consolidated’s 4 Brands . . . (weights down to 45 Ibs.) 
will meet your requirements 


MAIN OFFICES 


Four Modern Milis ... 
WISCONSIN RAPIDS, WISCONSIN 


All in Wisconsin 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO 3 
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Commercial Film 
Distributors Set 


for Business Boom 


New Users Adopt 
Medium; 25,000 
Projectors on Way 


Chicago, Dec. 11.—With manu- 
facturers of motion picture pro- 
jectors said to be ready to turn 
out 25,000 projectors in the next 
15 months—as many as those now 
owned by clubs, schools and other 
organizations—and with good dis- 


tribution available, advertisers 
have begun showing greatly in- 
creased attention to the possibili- 
ties of commercial films for in- 
structing jobbers and dealer sales- 
men, promoting new products, etc. 
At the recent annual meeting 
of the Association of National Ad- 
vertisers in New York (AA, Nov. 
26), it was revealed that a special 
ANA 24-man committee, headed 
by W. B. Potter, Eastman Kodak 
Company’s director of advertising 
operations, has been organized to 
study the use of films for pur- 
poses of “external” promotion. 


Use Wartime Experience 


It was pointed out that many 
companies during the past five 
years have had films made, 
through their advertising depart- 
ments, primarily for “internal” 


Pe oS RE sa rants 


Or Newlyweds in New Orleans... 


Folks turn first to — 


DEPARTMENT OF LOYOLA UNIVERSITY 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate | 


Represented Nationally by The Katz Agency, Inc. 


use in combatting plant absentee- 
ism, speeding up production, etc., 
and that many companies which 
have not previously used films for 
“external” promotion now wish 
to take advantage of wartime ex- 
perience by using films to pro- 
mote their new products or rein- 
troduce old ones. 

National advertisers, although 
hampered by shortages and film 
restrictions, are entering the in- 
dustrial 16 mm. film field rapidly, 
according to the YMCA Motion 
Picture Bureau, New York, the 
country’s largest distributor of 
sponsored films to the school, club 
and church circuit. 

Among advertisers entering 
the field this year through the 
YMCA bureau are American 
Viscose, Ford Motor Company, 
G-E, Hudnut Sales Corporation, 
National Dairy, Pan American 
Airways and the Association of 
American Railroads. 


Canadian Distributor Ready 


A number of film distributors 
have recently announced plans to 


expand their services. Newcom- 


include Associated Screen 
News Ltd., Montreal, which re- 
ports preparations to distribute 
not only films but projectors and 
other photographic supplies and 
to set up a film library and show 
sponsored films throughout Can- 
ada. 

Ross Federal Research, New 
York, has signified its intention to 
buy projectors and show com- 
mercial films throughout the U. S., 
using the staff maintained until 
now to check audiences of regular 
full-length motion pictures shown 
in the nation’s approximately 17,- 
000 theaters. About 11,000 of the 
theaters — including Radio City 
Music Hall in New York and other 
large ones—will accept one-min- 
ute sponsored films and, some- 
times, 10-minute commercial films 
if advertising is kept at a mini- 
mum. 


1,000 Distributors in Field 


The largest distributors of com- 
mercial films are Castle Distribu- 
tors Corporation, which is affili- 
ated with Castle Films, Inc., 
maker of home movies, and Mod- 


ers 


Y aye, LD OU —— 


ern Talking Picture Ser, 
which distributes through s 
100 licensees. About 1,000 
tributors, most of them a ting 
principally as film libraries, res. 
ate in the field. 

Besides supplying prin 
groups which own and operat 
their own projectors, Castle an, 
Modern specialize in reac jing 
groups without projectors. Suc) 
“club shows” cost the groups trom 
$17 up a showing. Where {lp 
prints are supplied to churche 
schools, unions, fraternal clubs 
chambers of commerce and other; 
having their own equipment 
showings cost $3 or less. Othe 
costs include about $1,000 a scree, 
minute to produce a film an 
about three cents a foot for each 
print made. Costs of distributioy, 
range from less than two cents 
to about half a cent a person op 
showings of 16 mm. film before 
rural groups which have projec. 
tion equipment. 


Check Audience Reaction 


Castle and Modern handle each 
client on a special basis, offering 


more advertisers than any other 


shoe man. 


greater circulation and editorial 


fluential people. 


| are the men who pay to read 


| reach them and you reach the industry’s leaders. 
| Reach them through the Recorder. 


eCcor 


NATIONAL VOICE OF 


FIRST in the plans of shoe industry advertisers, 
habitually at the right hand of retailers, maintain- 
ing the largest paid circulation in the field... the 
Boot and Shoe Recorder is proud of its reputation 


for delivering unparalleled all-industry coverage to 


TODAY, a new Recorder — fruit of years of 
postwar planning — steps out to improve that rec- 
ord. It is larger in circulation and size... in 
breadth of news coverage and scope of style infor- 


mation... in feature articles of interest to every 


IT iS LARGER in its value to advertisers... 


printing more ads on heavier and better paper, with 


larger page size and borders. And, because of its 


those advertisements before more and more in- 


SEE the breakdown of subscriptions below. These 


shoe publication. 


breadth, it places 
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SUBSCRIPTIONS TO 


THE BOOT AND SHOE RECORDER 


8,521 Retail Shoe Stores 
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THE TRADE 


Published Twice Monthly 
A Chilton @ Publication 


100 East 42d Street, New York 17, N. Y. 


2,366 Shoe Buyers and Merchandise Man- 


agers of Department Stores, Women's 
Specialty, Dry Goods and Ready-to- 
Wear Stores 


Men’s Wear Stores 


Chain Store, Mail Order and Depart- 
ment Store Buying Headquarters 


General Stores 
Shoe Wholesalers 
Shoe Manufacturers 


Firm Representatives and Salesmen 


977 United States Territories and Foreign 
Countries 
696 Miscellaneous 
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elected groups— women’s clubs 
uci as Junior Leagues or sewing 
jrcles, or other groups — most 
yiiable from the advertiser’s 
joint of view. In addition, each 
-arefully checks attendance at the 


howings and submits itemized 
eports to clients on audience re- 
ction 


According to O. H. Coelln Jr., 
ditorial director of Business 
mm here, and secretary of the 


cT 

fat. onal Association of Film Pro- 

jucers, the distributors may ob- 

ain showings before most of the 

syroups Which own more than 20,- 
i6 mm. projectors. This own- 


00 


ship breaks down as _ follows: 
18,000 owned by schools, colleges 
nnd similar organizations; 3,000 
pwned by industrial firms; 1,000 


Philco Movie Runs 5 Hours 

Phileo Corporation, Phila- 
delphia, has revealed that its 
25,000 dealers have begun, in 
a series of sales meetings, to 
view a new 32-reel, five-hour 
film prepared to explain Phil- 
operations and introduce 
its new radio sets, refrigera- 
home freezers and other 
products. “This new motion 
picture technique,’ James H. 
Carmine, vice-president in 
charge of merchandising, as- 
serts, in pointing out that the 
showing takes the place of 
usual two-day sales meetings, 
“may very well introduce a 
new era in appliance merchan- 
dising and selling.” 


COs 


ben wege 
tors, 


by churches; 1,000 by unions, and 
1,000 by county agricultural agents 
and granges. 


‘smen 


reign 


Ford Spends $23,000 


The YMCA Motion Picture 
Bureau’s distribution charges are 
on the basis of $75 a print a year, 
for one-reel films; $100 for two- 
reelers and $115 for three-reelers. 
On this basis, Ford, with 200 
three-reel, 30-minute films, 
spends $23,000 currently for show- 
ings; Firestone Tire & Rubber 
Company has 275 two-and-a-half 
reel films going the rounds, and 
American Viscose has two _ sep- 
arate films—20 two-reelers and 
100 three-reelers. 

The bureau has 25,456 outlets 
and says that 96,000,000 people 
attended showings of films in 
1944. This figure, of course, does 
not represent different people, be- 
cause in many cases the audience, 
in a school, for example, would 
be practically the same in each 
instance. The breakdown by types 
of exhibitors is 63% educational 
and 37% community. 

Heading the list of continuous 
users are Metropolitan Life In- 
surance Company and Western 
Electric Company, both distribut- 
for 28 years. Bakelite Cor- 
oration, The Carborundum Com- 
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REPLY-O 


i AIAITE g 
nc. SAYS: 


ves me pleasure to tell you that we 
ad excellent returns from this mail- 


LETTER 


Success / 


Latoralouts, 
—— 


Why it ups returns 
The address on the reply 
form occupies the “‘fill-in’’ 
spot on your letter. No sig- 
nature needed. America’s 
largest mailers use Reply-O 
Letter. 


rite for samples today 


-REPLY-0 PRODUCTS co. 


22 St. WY. 11 + 215 N. Michigan. Chicago. 1 


sertising Age, December 17, 1945 


pany, and A&P have used the 
service for 21 years and American 
Brass Company, 15 years. 


Use Special Services 


Among those who have used the 
special group services of Castle 
and Modern are Westinghouse, 
Reynolds Metals, Aluminum Com- 
pany of America, Hiram Walker, 
Liggett & Myers (Chesterfield cig- 
arets), etc. 

One-minute screen playlets for 
theater showings have been made 
for Kraft Foods, Pepsi-Cola, Shell 
Oil, F. W. Fitch Company, All- 
State Insurance (Sears), Chevro- 
let and Oldsmobile, General Elec- 
tric and Westinghouse, major tire 
manufacturers,. Potter Drug & 
Chemical (for Cuticura), Rit 
Products Corporation and others. 
Most of these minute films are 
handled through General Screen 
Advertising, Chicago, an affiliation 
of five of the seven distributors 
which contract with theaters for 
handling this type of movie. Gen- 
eral Screen also prepares copy for 
and supervises production of many 


one-minute, 90-foot films for 
agencies and advertisers. Cost per 
person for showing these films is 
about a third of a cent per person. 


‘De Luxe’ Film for Dealers 


Among the chief makers and 
distributors of 10-minute com- 
mercial films for theater showings 
is the Jam Handy Organization, 
Detroit, many of whose films are 
for the major automotive and 
rubber firms. Modern Talking 
Pictures Service is also in this 
field. U. S. Steel uses the Jam 
Handy Organization for prepar- 
ing and distributing a “de luxe” 
type of 35 mm. film for dealers. 

Although more and more adver- 
tisers are showing interest in the 
use of their own films in theaters, 
not too many will be able to em- 
ploy this medium. This is par- 
ticularly true of 10-minute shows. 
Theater owners’ contracts with 
amusement film companies re- 
quire usually that they agree to 
take and show more films now 
than they can possibly handle, 
and theaters have little time for 
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handling 10-minute commercial; York, as circulation manager of 
| films. the forthcoming weekly trade 
newspaper, Cosmetic and Drug 

Theater Okays 16 mm. Films | Preview. He was at one time a 


, ' territorial supervisor for Fawcett 
Announcement has just been) pistributing Corporation. 

made that at least one West Coast | 

theater now accepts 16 mm. com- 

mercial films, if advertisers pro-| yrs Glory Palm has resigned 

vide projection equipment, indi-| a; advertising manager of Zeller- 


cating that even theaters may be- bach Paper Company, San Fran- 


Plans New Magazine 


| 
| 
| 
| 


come an outlet for this size of| cisco, effective Jan. 1, to become 
motion picture. publisher of a new magazine rep- 
Other developments include in-| resenting the local market in 
the men’s and women’s apparel 


auguration by Pathescope Com- 
pany of America, Inc., New York 
and Hollywood commercial film 
maker, of chartered airplane 
flights to permit it to reach groups 
for showing clients’ films. Tide 
Water Associated Oil Company 
has announced that “free movies 
of 1945 football games” are avail- 
able for showing before luncheon 
clubs, schools, churches and other 
groups. 


field. It will succeed “San Fran- 
cisco Resources,” published by the 
Manufacturers and Wholesalers 
Association of San Francisco. 


“Cover Catholic ! 
Schools, Churches, 
and Institutions 


Frank to ‘Drug Preview’ 


James V. Frank, recently cir- 
culation manager of Yank, has 
joined Fawcett Publications, New 


r 
| 
t 
t 
I 
i 
I 
1 
I 
+ 
t 


35 W.WELLS ST., MILWAUKEE 3, WIS. 


TAKING a composite picture of greater Portland is a big 
job in any man’s language. Oregon Journal “photogs” 
Ralph Vincent, Les Ordeman and Al Monner have, and 
still are doing a bang-up flash job. They’ ve looked candidly 
through precision lenses—not rose-colored glasses—at 
every nook and cranny in this city. Their films have caught 
Portland’s pulse during times of disaster, festivity and war. 
The specialized savvy of these three gentlemen of the 
ground glass is the reason Portland families turn to The 
Journal for complete picture coverage. 


Shooting People 


is their Vocation 


Rawvpu VINCENT is the dean of The Journal photographers. 
He’s covered every Oregon State and University of Oregon 
football game and Portland Rose Festival during the last 
twenty years. He’s an ace action photographer, too, and 
some of his bucking horse pictures taken at Oregon’s re- 
nowned Pendleton Roundup have won national recogni- 
tion. Ralph has “‘shot” nine U.S. presidents, and thousands 
of other people—in the line of duty, of course! His camera 
scoops have taught readers to look for first pictures first in 
The Journal. 


Les OrpeMan is The Journal's picture-taker whose hobby 
is boats. On Portland’s teeming waterfront he has a chance 


to combine business with pleasure. Even on his day off he 


takes his camera sailing on the water. His picturesof ships of 


war, ships of commerce, and pleasure craft have always 
“clicked”’ with Journal readers. Even landlubbers get a 
thrill from the sweep and scope of his seascapes, and 


especially when accompanied —as they frequently are—by 


one of his stories. For Les, as thousands of Journal readers 


know, is a bang-up reporter with a flair for whimsy. 


At Monner is the photographer Journal editors like to use 
for farm and animal assignments. Al’s flare for photograph- 
ing wild life and ranch scenes comes from spending his 
boyhood on Eastern Oregon ranches. His training for news 
photography plus an artistic feeling for composition make 
his pictures taken in Oregon’s wide open spaces as well 
known to art critics as Journal readers themselves. Al’s 
patience and careful technique pay off in his wild life and 
zoo pictures which are hits with both youngsters and 
oldsters. The animals sit up for Al and make Journal 
readers take notice. 


Journal pictures are indeed a cross section of Oregon life. 
The Journal early pioneered good local news photography. 
Its present day crack camera men, modern news dark 
rooms, unsurpassed on the coast, plus world-wide wire- 


in its history. 


photo coverage help add up to the same old answer—The 
Journal is Portland’s preferred newspaper, today as it has 
been for years. This is a good thing for you to remember 
when you select your advertising medium in this important 
Pacific Coast market. Incidentally, The Journal now offers 
advertisers the largest circulation, both daily and Sunday, 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, 


JOURNAL 


PORTLAND, OREGON 
Afternoon and Sunday 


Member Metropolitan and 
Pacific Parade Groups 


Chicago, Detroit, San Francisco, Los Angeles 
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54 
Scheibner Adds Four 


Hugo Scheibner, Inc., Los An- 
geles, has named Aubrey C. 
Mendle, former Army air forces 
captain, account executive; Selig 
J. Smith, discharged from the 
Navy, art director; Collette List- 
man, formerly of I. Magnin & Co., 
San Francisco, fashion consultant; 
and Marie Hornbeck, formerly 
fashion editor of the Seattle Times, 
in charge of publicity and public 
relations for the agency. 


92% of all radio-appliance 
sales and service in the 
U. S. A. is handled by "RSD" 
subscribers. 
Advertising Space Open 
COWAN PUBLISHING CORPORATION 
342 MADISON AVE., NEW YORK, N. Y. 


Plan Chicago Video Show 


Chicago was assured of tele- 
vised basketball, boxing, ice 
shows, etc., within the next few 
weeks following the signing of a 
contract between Station WBKB 
and the Coliseum, Chicago con- 
vention building. 

The five-year contract was 
signed by John Balaban, owner of 
the video station, William C. 
Eddy, director of WBKB, and Leo 
Seltzer, operator of the Coliseum. 


Stearns Joins Waters 

William R. Stearns, formerly 
general manager of Theodore J. 
Funt Company and at one time 
head of his own creative service, 
has joined Norman D. Waters & 
Associates, New York, as execu- 
tive head of all creative depart- 
ments. 


Tic-o-matic to Lefton 

Tudor Industries, Inc., New 
York, will advertise Tic-o-matic 
hydraulic automobile jacks 
through Al Paul Lefton Company, 
New York. National magazines 
probably will be used, as well as 
cooperative newspaper advertis- 
ing. 


ES ERR ER RE 


5 


“at é 


McGraw-Hill Publishing Com- 
pany has been telling advertisers 
in its promotion recently that it 
has an “extensive and continuing” 
research program under way, the 
results of which will be made 
available on request. Those clos- 
est to the operation believe the 
continuing feature will be most 
interesting, as the research pro- 
ject is set up on a basis which 
will enable McGraw-Hill to keep 
its finger constantly on the pulse 
of American industry. In view 
of the reduced frequency planned 
for the Census of Manufactures— 
every five years instead of two— 
a continuing research on indus- 
trial produttion, employment and 
power consumpti.., for instance, 
would be extremely valuable. 

ok oo * 

Members of the cigar manufac- 
turing industry say that news- 
paper advertising executives are 


Yvievlolhiipon ~~ 
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opposed to the launching of a pro- 
posed cooperative advertising 
campaign by this industry because 
of the newspaper men’s belief that 
such a campaign might reduce the 
volume of competitive advertising 
for individual brands. The com- 
petitive advertising is expected to 
come back strongly in the next 
few months, as even more cigars 
are released by the Army and 
Navy. 


* * * 


Although reports are that the 
Motor Boat Show may be held in 
1946 at New York’s Grand Central 
Palace for the first time since 
1941, the. boat. manufacturers do 
not feel they will have showable 
models ready by that time and 
have voted to wait another year 
and hold the show in 1947. 


* * % 


Save your money if you were 
going to bet that Esquire, Inc., 


WKY HAS INTRODUCED 


915 FEET HIGH AND MORE THAN 
A MILLION LISTENERS WIDE 
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The Daily Oklahoman and Times — 
KVOR, Colorado Springs—KLZ, Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE 


X 


IME was when wattage was the time buyer’s 

criterion. Then came the discovery that 

frequency has infinitely more to do with sta- 
tion coverage than pure power. 


Now that WKY’s revolutionary antenna ex- 
periment has proved such an amazing success— 
more than doubling WKY’s effective power— 
a new factor, antenna design, enters the time- 


buying picture. 


The performance of WKY’s new Franklin 
double half-wave antenna has attracted the 
attention and interest of radio engineers 
throughout the country. High-gain antennas 
of this or other design are the most important 


thing in AM radio today. 


The effect of WKY’s new antenna is to 
squash down wasted skywaves and concentrate 
them along the ground. WKY’s signal today 
is 58.5°/ stronger (at | mile) than can be 
produced by a conventional quarter-wave radia- 
tor. The practical effect, as far as time-buyers 
are concerned, is that WKY is being listened 
to today by a greater audience than ever before 


in Oklahoma. 


OWNED AND OPERATED BY OKLAHOMA PUBLISHING CO 


The Farmer-Stockman— 


KATZ AGENCY 


945 


will soon announce publica‘ion 
of three new business paper. jp 
the jewelry, dry goods and «hoe 
fields. Al Smart says it isn’t 

aK * * 

Keep your eye peeled for pli nty 
of action in the display field. }; 
seems that difficulties of getiing 
satisfactory space and time allot. 
ments in other media, plus the 
realization of the strategic pos}. 
tion the retailer is in, are tun ing 
more and more advertisers’ atien. 
tion to displays, with the resy} 
that display budgets ranging from 
$500,000 to $2,500,000 among 
larger advertisers are becoming 
almost a commonplace. 

oe * * 

One advertising agency which 
will definitely not follow the lead 
of other large organizations jp 
opening a London office is Dancer. 
Fitzgerald-Sample. Following his 
release from the Navy early this 
year, Glen Sample visited Eng- 
land and looked the situation over, 
His conclusion was that busines; 
opportunities are much better in 
the U.S.A. P&G and some of the 
other large accounts served by the 
agency in this country had offered 
substantial volume in the event 
D-F-S decided to establish an of- 
fice in Britain. 

* a * 

Printing Industry of America is 
working on a survey which shows 
the correlation between income, 
educational level and volume of 
printing in representative indus- 
trial and agricultural states. While 
the findings are not yet completed, 
indications are that the study will 
show that the volume of printing 
increases at a much higher rate 
as per capita income and per cap- 
ita educational levels go up. 

PIA looks toward the results of 
this survey to show that out of 
enlightened self-interest, printers 
will adopt a far more progressive 
view than, say, the NAM, and 
work toward raising the standards 
of compulsory education and in- 
creasing the national income. 


Marxman Using 8-Page 
Business Paper Inserts 


Marxman Pipes, New York, is 
using an eight-page four-color in- 
sert in a list of tobacco business 
papers, placed through E. H. 
Brown Advertising Agency, Chi- 
cago. 

The insert illustrates with pho- 
tography the production of the 
briar pipes, describes the types of 
pipe offered and the consumer 
media used to advertise them and 
shows expert window displays 
using pipes. 


Plan French Ad Show 


A French national advertising 
convention is being planned in 
Paris for next April. Plans are 
also being made for an advertising 
exhibition to be held in Paris next 
June. Foreign advertisers will be 
invited to take part in the show. 


Dutch Publishers Join 


Publishers of magazines in Hol- 
land have organized the Neder- 
landsche Organisatie van _ Tijc- 
schriftuitgevers to act for tue 
group in matters involving pape! 
shortages, reestablishment of pu)- 
lications, etc. 
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BrErore the war The Reynolds Metals Com 
employing 1,300 people. These plants produced 
used for the production of aluminum paint. 


pany operated three plants in Louisville, 
aluminum foil and the powder and paste 


Foreseeing that it would be a light metals war, on our own resources we entered the 


aluminum production field which until that time had been controlled by one company. 
By the time of Pearl Harbor we were producing aluminum. 


During the war we expanded our facilities in Lou 
a total of ten. At the peak of war production a 
ten Reynolds plants. 


isville by adding seven new plants, making 
pproximately 5,200 were employed in these 


An important contribution which came o 
cation of aircraft parts. This w 
space were very critical. 


ut of Reynolds war production was the prefabri- 
as innovated at a time when both aluminum and shipping 


With the present plants, e 
ahead into the production 
has had engineers working 


quipment and personnel, the company is prepared to go right 
of aluminum products for peacetime consumption. Reynolds 
nearly a year in preparation for the postwar period. 

These products consist not onl 
manufacture of freight cars, a 
other machinery; but also finis 
locker containers and the long 
to be made public. 


y of aluminum in its various forms as a raw material for the 
utomobile, truck and bus bodies, architectural, textile and 
hed products such as furniture, kitchen cabinets, deep-freeze 
-awaited kitchen utensils as well as other items not yet ready 


Already most of these plants are employing as many or more people than at the war peak. 
It is expected in the early future that with Louisville as an aluminum center all of these 
Reynolds plants will be employing more than during the war peak, 


R. S. REYNOLDS, President 


* The Sutcliffe Company plens. . . 


In APPRAISING Louisville’s future, I am of the opinion after a very close study that 
this city is facing its greatest opportunity for advancement. We have capable leadership 


in our business life that will take complete advantage of this opportunity, and great things 
will be heard from Louisville in the future. 


It is because of this conviction that our company plans an ambitious expansion program. 
Our wholly owned subsidiary, Bourne & Bond, will be moved to a new location in the heart 
of the city at No. 307-309 W. Walnut Street in a building which affords us 11,000 additional 
square feet of floor space. Our expansion plan provides for an expenditure of $75,000 
for structural changes, installation of a complete air conditioning and heating system, 


modern automatic elevators, latest store equipment, and when finished, I believe our store 
will be a model of its kind. 


In order to staff our new store, we will have to employ many more employees than at present. 


As you know, our company represents in this section all nationally advertised brands in 


the field of guns, fishing tackle, golf, tennis, baseball, football, basketball, toys and games; 
and our one thought is to have a complete showing in all these lines, 


GEORGE BUECHEL, President 


No. 9 in a series of messages about plans for Louisville 
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Ellsworth to Blum 


Harry M. Ellsworth, formerly 
manager of the industrial account 
department of Lawrence I. Ever- 
ling, Philadelphia, has been named 
department head of the industrial 
and technical advertising section 
of Charles Blum Advertising Cor- 
poration, Philadelphia. 


Plans ‘Electronic News’ 


Electronic News, new 24-page 
tabloid-style publication of the 
electronic industry, will appear in 
February, C. A. Bowman, the 
publisher, has announced. Cir- 
culation will be limited to 23,500 
copies. Offices are at 82 W. Wash- 
ington St., Chicago. 


where it Sells ! 


For advertising results, your story must be told where it 
sells—where it has telling impact on a receptive, alert 


market. That’s elemental. 


To reach the unequalled Central Western management: 
market that thinks big and éuys big—your one best 
medium is the Chicago Journal of Commerce. That’s 


demonstrable. 


% The Central West is the nation’s greatest industrial 
area, alone the source of 40% of America’s manufactured 


products. 


% More than four-fifths of our circulation among manu- 
facturers is in the big-volume industries of this area, and 
92% of our subscriptions go to ex- 


ecutive management. Presidents, vice- 
presidents, partners and sole owners 
alone comprise 37% of our readership. 
Another 46% are general managers, 
sales managers, division managers, 
treasurers and secretaries. 


% Of five nationally known publica- 
tions read for business information, 
the Chicago Journal of Commerce is 
preferred by 80% of these Central 
Western management readers. 


AS TO RATES 
They’re very fair. 
Twelve sizeable 
8x 10inch ads, for 
instance, will tell 
your story with 
an investment of 
less than $2,400. 


Tell your story to these executives who make the decisions 
and control vast purchasing power in the nation’s greatest 
industrial area. Give it a background of the business news 
for which they themselves express preference. 


Facts cited here are from the 1945 readership study in a continuing 
eight year series conducted for the Chicago Journal of Commerce by 
independent marketing consultants. Copies are available on request. 


THE GREATEST JOURNALISTIC 
FORCE IN CENTRAL WESTERN BUSINESS 


DULUTH 


THE HEART 
OF AMERICAN 
INDUSTRY 


MEMPHIS 
25th Anniversary Year 


PLACED ON A PEDESTAL 


The May through September 1945 edi- 
tion of Hooper statistics just released, 


show WSGN’S LOG LISTED.... 


7 Out of 10 Programs with an 11.7 
Rating or Better Heard by Local Audi- 
ences From 8:00 A.M. to 6:00 P.M. 


TWIN SYMBOLS OF GREATER 8/RMINGHAM 


\WSGW 


AMERICAN BROADCASTING CO. 
THE NEWS-AGE-HERALD STATION 
Represented by Headly-Reed 


WSGN’s extensive 
broadcast coverage; 
plus an active promotion 
department, assures a 
sponsor of superior pro- 
gram value. That’s why 
WSGN is.... 
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To Campbell-Mithun 


Red Dot Foods, Madison, Wis., 
manufacturer and wholesale food 
distributor, has appointed the 
Minneapolis office of Campbell- 
Mithun, Inc., to handle its adver- 
tising. 


hd a 
Filene’s Names Spadea 
Filene’s, Boston department 
store, has‘'named Spadea Adver- 
tising Agency, New York, to sup- 
ervise a special retail institutional 
campaign. 


Delatield Joins G-F 

J. P. Delafield, formerly with 
Benton & Bowles, New York, has 
joined General Foods Corporation, 
New York, as associate merchan- 
dising manager. 


Opens Appliance Unit 

Stix, Baer & Fuller, St. Louis 
department store, plans to open 
a home appliance department at 
Seventh St. and Washington Ave., 
across the street from its main 
building. It will include a model 
kitchen and home laundry for 
demonstrations, sales and service 
offices, etc. 


oe 
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Album-of-Month 
Starts Record Sales 


Drive in Two Cities 


New York, Dec. 11.—Lt. Bob 
Sternberg, who conceived the idea 
of a Record Album-of-the-Month 
Club in a prisoner of war camp 
in Germany, has started a $200,- 
000 introductory advertising cam- 
paign for the club in New York 
and Chicago. Radio plans are 
now being formulated, and Mr. 
Sternberg plans to devote all 
income for the first two years to 
promotional activities. 


Three Choices Promised 


Patterned after the Book-of- 
the-Month Club and similar ven- 
tures, the new organization will 
give members a choice of three 
selections each month, with mem- 
bers pledged to purchase at least 
four albums a year. 

Mr. Sternberg told AA that 
contracts with Sonora, Asch, Key- 
stone and Musicraft are’ already 


arranged with Capitol, Decca ang 
Columbia imminent, and Vi to; 
in the discussion stage. Principa) 
obstacle to arrangements with ‘he 
big four is probably the short ge 
of wax, which limits record p:o- 
duction. 

Copy already scheduled inclu jes 
600-line insertions in the Chicigo 
Sun and New York Herald T7'b- 
une, full page in the New York 
Post, a spread in The Saturday 
Review of Literature and one co]. 
umn in The New Yorker. 

Chernow Company, New York, 
is the agency. 


Foster Joins Glenwood 
John H. Foster, formerly vice- 
president and. general manager. 
Florence Stove Company, Gard- 
ner, Mass., has been elected vice- 
president of Glenwood Range 
Company, Taunton, Mass. 


Opens Sales Office 


Encyclopedia Britannica, Inc., 
Chicago, has established a Denver 
office to direct sales in seven 
western and southwestern states, 
with J. H. R. Perkins in charge. 


REPRESENTED 


during the coming year.” 


Van 


The $60,000,000 investment which we have made in new 
refinery facilities alone during the past four years provides 
ample proof of our faith in California’s future. We expect 


to spend an additional $25,000,000 for further expansion 


Ky 


Reese H. Taylor, President 


UNION OIL CO. OF CALIFORNIA 


Dominant National Advertising | 
Medium of Southern California 


LOS ANGELES CAAM IN CR 


NOW-— Daily over 350,000—Sunday over 750,000 
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‘Legitimate’ Ads 
Aid Competition, 
Berge Proclaims 


(Continued from Page 1) 
control. They both seek to promote 
the maximum production and dis- 
tribution of goods.” 

Mr. Berge held out the anti-trust 
law as a boon to advertising. “It 
is notable,” he said, “that there is 
a much greater quantity of ad- 
vertising in fields where competi- 
tion prevails than there is in fields 
subject to monopoly domination. 

“Indeed,” he said, “legitimate 
advertising on an active scale can 
be one of the ‘most significant 
aspects of healthy competition. Re- 
straints on distribution usually 
mean less advertising.” 


Discusses Trademark 


Mr. Berge said he did not feel 
compulsory licensing of patents 
was “advisable,” but he believed 
that. patents should be non-en- 
forceable when courts find that 
they have been misused in a given 
situation. 

“This places responsibility on 
the patent owner to limit his 
claims to the invention covered by 
his grant and is a recognition that 
the threat of enforcement is the 
coercive element of his patent,” he 
said. 

Turning to trademarks, Mr. 
Berge warned that federal courts 
have been conscious of the monop- 
olistic dangers involved in exclu- 
sive use of a designation which 
has become generic or descriptive 
of an article. 

Where a trademark is substi- 
tuted in the minds of the public 
for the name or means of identify- 
ing a product, a single producer 
could secure and retain an ex- 
clusive right to the use of the 
name of the product, he pointed 
out. 


O. K.’s Distinctive Marks 


Commercially distinctive names 
such as Ford, General Electric and 
Socony serve “the proper and 
traditional function of a_trade- 
mark,” Mr. Berge said, “to identify 
the origin of a product. 

“Such marks tell us who manu- 
factured a product but do not pre- 
clude comparison between similar 
products by other manufacturers. 
When we buy a Ford we know we 
are buying an automobile and can 
compare it with other automobiles. 

“However, if one manufacturer 
could secure the right of using the 
ordinary name of a product, or the 
ordinary means of describing it, 
such as ‘penicillin,’ he would have 
a monopoly. Competing manufac- 
turers could not describe their 
goods to the public.” 


i. ’ . 
Field's to Use Video 

Marshall Field & Co., Chicago, 
holds postwar priority No. 1 for 
the purchase and installation of 
a General Electric intra-store tele- 
vision system, GE revealed last 
week. In Chicago, L. B. Sizer, 
sales promotion manager of the 
department store, said Field’s is 
“very much interested in the pos- 
sibilities of television as a selling 
medium.” 


Van Camp Boosts 
Ad Budget 25% 
to $1,250,000 


(Continued from Page 1) 


on grocers’ shelves from coast to 
coast in a new shape and design. 
It is a window type package with 
the product pictured in actual 
color and length. The company 
has several new products which 
will be backed by advertising dur- 


ing the year, along with Van 
Camp’s present three. Some of 
these as yet unannounced prod- 
ucts have been sold to the armed 
services. 

Newspapers in the New York 
metropolitan area are now being 
used by Van Camp; ten consumer 
magazines are being used, includ- 
ing Better Homes & Gardens, 
Good Housekeeping, The Saturday 
Evening Post and Time; 24-sheet 
posters appear in 250 markets, 
and car cards run in 160 markets. 
Van Camp’s “Take It Easy Time” 


radio program is broadcast three 
times weekly over 147 MBS sta- 
tions, supplemented by some local 
radio programs. 

Calkins & Holden, New York, 
handles Van Camp advertising. 


Spiegel Promotes Aries 


Burton Aries, contact man with 
government agencies and head of 
the merchandise planning depart- 
ment of Spiegel, Inc., Chicago, 
has been named merchandise re- 
search director for the mail order 


and retail chain store company. 


57 


Samborn Advanced 

John A. Samborn, eastern man- 
ager of Electronic Industries, pub- 
lished by Caldwell-Clements, Inc 
New York, has been pas Rave 
sales manager. 


S S Flexible Paste Cold Padding © 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 
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2,004 


GAIN IN OUTPUT ELECTRIC 
LIGHT AND POWER INDUSTRY 


14,330 1941-1944 


GAIN IN MILLION KW HRS. 


17,118 


18,606 


Uy, s 
(ZF a Wlbarhet for electrical equip- 


ment and appliances, assured by the gain in wired homes, gain 
in central station customers and gain in output in millions of 
KW-Hours! It’s a market that already exists—not a forecast of 
the future—a market in the South and Southwest that is grow- 
ing more rapidly than that of any other section of the country. 
ELECTRICAL SOUTH, covering all branches of the electrical 
industry of the Southern and Southwestern states, is your 
logical medium for selling this huge—fast growing—electrical 
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58 
bd | A’s unanimously voted to partici- 
BMB Operations | pate in the formation of the bu- 


Start with 582 
Radio Stations 


(Continued from Page 2) 
all interested parties—in a manner 
similar to that followed by the 
Audit Bureau of Circulations and 
the Traffic Audit Bureau. 

The broadcasters unanimously 
adopted the plan as well as the 
principle of “full disclosure,” how- 
ever, and in October, 1944, the 
boards of both ANA and the Four 


/reau to take the measurement. 


| NAB Votes Funds 


| It was decided the NAB should 
| finance its formation and early de- 
| velopment stages. To handle the 
first year’s operating expenses, the 
NAB voted a loan of $75,000, and 
later in November, the Four A’s 
assumed 20% of this original pro- 
motional expense. 

In December, a charter and by- 
laws were drawn up, and Mr. 
Feltis was elected head of the bu- 
reau, his title subsequently be- 
coming president of BMB. 

On Jan. 9, 1945, the first meet- 
ing of the BMB board of directors 


__ A-TISKET, 
__ A-TASKET, 


THE OHIO SELECT LIST MARKET 


Even in these days of box-car figures, $1,527,252,460 represents an impor- 
tant total of retail sales. It’s more than Wisconsin can show ... or 
Minnesota, Iowa, Missouri or Kansas. In fact, only nine entire states 


can show greater volume. 


Yet that’s the retail sales in Ohio outside of the metropolitan areas .. . 
a market surely and economically reached through the 49 papers of the 


_ uty) gM 
JOHN W. CULLEN CO. 


Publishers’ Representative 


: Ohio Select List . . . 

* home dailies with cover- 

to-cover coverage. Try a 

schedule. One order, one 
check turn the trick. 


* Daily Newspapers 
£ wt the 
/ OHIO SELECT LIST 
offer merchandisable 
o coverage in 
58 of Ohio's 88 
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was held in the New York offices 
of the Four A’s.  Incorporators 
are J. Harold Ryan, former NAB 
president; Paul B. West, ANA 
president, and Frederic R. Gamble, 
president of the Four A’s. Six 
directors from each of the par- 
ticipating groups were also ap- 
pointed. 


Others Join Bureau 


In July, after Mr. Feltis had 
made his first swing around the 
NAB district circuit and had re- 
turned to New York, where offices 
were opened at 270 Park Ave., 
the appointments were announced 
of John K. Churchill as director 
of research, and Paul F. Peter as 
executive secretary. Mr. Churchill, 
who held a similar position with 
CBS, had been with the network 
for 15 years. When he was chief 
statistician, he developed with 
Frank Stanton, vice-president and 
general manager, the CBS station 
cOverage measurement system, the 
forerunner of the BMB technique. 

Mr. Peter had been director of 
research for the NAB since 1938, 
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working on the creation of BMB 
for the last several years. 

Members of ‘the BMB board, 
meeting in September, voted to 
adopt “BMB Index of Station 
Audience” as the official name for 
the measurement, replacing the 
term “circulation.” 

BMB will issue the U. S. Sta- 
tion-Area report in book form, 
in style similar to the ABC re- 
ports. James N. Shryock, man- 
aging director of the ABC, has 
consulted with BMB. 

A typical page in the book will 
show the county divisions of a 
state, with the facing page giving 
the BMB station audience index. 
Columns will show radio family 
figures for a county, the index, 
both day and night, for each sta- 
tion in that county, with the per- 
centage it reaches of the total 
families owning radios. 


Area Findings Shown 


Station area findings for each 
city also will appear with day 
and night audience and percent 
for each station reported in that 


|reported place. 


Station audience, 
index figures will be shown ip 
the BMB report only for stations 
whose “circulations” are found to 
be more than 10% of the radio 
families. 

An agency timebuyer might 
make up a list of stations for a 
client’s spot campaign, for ex. 
ample, by checking the BMB re. 
port for stations with the largest 
audiences in a county, or for sta- 
tions which cover a specific area, 
perhaps the very market area in 
which the client may want to 
concentrate his promotion. The 
buyer could evaluate a station’s 
potential audience and compare 
his findings with other facts about 
the station, such as programming. 


Can Figure Costs 


The report also will give the 
buyer a basis to judge a station’s 
pulling power in working out cost 
per returns. 

Although the cost of the service 
for networks has not yet been 
worked out, pending individual 
approval of the BMB plan by the 
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Drug sales per family in the Tri-Cities average 
$55.80 per year, as compared to the U.S. average 
of $45. In all, nearly $2™% million is spent an- 
nually in the Tri-Cities drug stores* ...a 
MAJOR market for drug items! 


The greater portion (52.9%) of Tri-Cities’ drug sales 
originate on the Illinois side . . . in the Rock Island- 
Moline zone. The ARGUS and DISPATCH are the 
ONLY daily newspapers published in Moline-Rock 
Island... WHBEF is the influential home-town station. 


*As revealed by 1940 census 
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NEW COOKERS—Carl W. Goorling 
and W. G. Reynolds, vice-president of 
Reynolds Metals Co., examine alumi- 
num cooking utensils produced in 
plants of Aluminum Products Co., just 
purchased by Reynolds. Mr. Goorling 
is manager of the new properties at 
LaGrange and Lemont, Ill. 


four major nets, they will be 
charged separately and their af- 
filiates, which may be individual 
BMB subscribers, will pay sepa- 
rate fees on their advertising 
revenue. 

Stations with a range of income 
up to $15,000 will pay the mini- 
mum two-year dues of $120, while 
stations with incomes ranging 
from $2,000,001 to $4,000,000 pay 
the maximum of $14,400. 


Field's ‘Old’ Xmas 
Windows Play to 
Record Crowds 


Chicago, Dec. 13.—An old story 
—and an old set of window dis- 
plays changed only slightly in 
detail—is playing to record Christ- 
mas throngs again this season at | 
Marshall Field & Co.’s store. 

The 12 State St. windows are 
depicting, for the second straight 
year, the story of Clement C. 
Moore’s famous Christmas poem, 
“A Visit from St. Nicholas.” 
Field’s decided on the repeat per- 
formance after getting more than 
3,000 requests following last year’s 
holiday display. A full-page news- 
paper ad announced that the win- 
dows, which use animated figures 
wherever possible, would go in. 
They are the work of John T. Moss 
Jr., director of design, and his dis- 
play staff. 

The rooms were rebuilt, Mr. 
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Chicago Car Card 
Study Is Planned 
for April, 1946 


Chicago, Dec. 11.—The Continu- 
ing Study of Transportation Ad- 
vertising will move into this mar- 
ket next April when the Adver- 
tising Research Foundation con- 
ducts its seventh month-long 
survey of car card readership. 

The date for the survey was 
announced yesterday at a meeting 
of advertiser and agency execu- 
tives, sponsored by the Chicago 
Car Advertising Company. C. H. 
Murphey, vice-president of the 
company and president of the Na- 
tional Association of Transporta- 
tion Advertising, is a member of 


the foundation’s group in charge 
of the transportation study. Plans 
were outlined by Philip J. Everest, 
managing director of NATA, and 
A. W. Lehman, managing director 
of the foundation. 

The foundation, jointly spon- 
sored by the Four A’s and Asso- 
ciation of National Advertisers, 
inaugurated the car card study in 
Newark in October, 1944. Suc- 
cessive surveys were made in New 
Haven, Detroit, Cleveland and 
Milwaukee, and the sixth is under 
way this month in St. Louis. The 
Chicago study, involving 2,100 in- 
terviews by a specially trained 
staff and benefitting from tech- 
niques learned during the earlier 
samplings of readership, will be 
the largest to date. Results prob- 
ably will not be disclosed until 
some time next summer. 


To Direct Westinghouse 
Appliance Advertising 


Westinghouse Electric Corpora- 
tion’s appliance division, Mans- 
field, O., has announced five ap- 
pointments in the advertising de- 
partment, preparatory to intensi- 
fied advertising, sales training and 
promotion programs. 

J. R. Clemens, formerly in 
charge of all product advertising 
except the appliance division’s 
East Springfield, Mass., plant, and 
P. W. Endriss, with the company 
since 1932, have been promoted to 
assistant managers of appliance 
advertising. J. G. Baird, who has 
been working recently on the 
Westinghouse store modernization 
program, will be sales promotion 
manager. E. J. Hegarty, with the 
company for 25 years and author 
of “Building the Sales Training 
Plan” and “How to Run a Sales 
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Meeting,” will be manager of 
sales training, and K. A. Donel- 
son, responsible for advertising 
budgets and records at Mansfield 
since 1931, will be operations 
manager. 


Salzman Leaves Block 


Fred A. Salzman, sales execu- 
tive with Paul Block & Associates, 
Chicago, for many years, has re- 
signed, effective immediately. His 
future plans were not disclosed. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
... Ist in California (rated 2nd in 
Sales, Ist in Auto Registry) 
. Ist in Los Angeles County (rated 3rd in 
Retail Market Area, ist in Automotive 
Market) 
. . « Ist to Service Stations, Car Dealers, Auto 
Renair Services in 11 Western States 
Main Office — 112 W. 9th St., Los Angeles 15 
San Francisco (5), 690 Market St. (4) 


Retail 


Moss declared, and there are new | 
1945 Santa Claus figures, though 
using the same heads and Cos- | 
tumes. Snow-covered trees had | 
to be done all over again. An- | 
other of the Santa figures has | 
been animated. And on the stair- | 
case where three mice played | 
quietly to the 1944 shoppers, now | 
there are seven. 


Preservers Tell Plans 
for 1946 Campaign 


The Preserve Industry Council, | 
Chicago, organized last spring to 
promote consumption of jams, | 
jellies and fruit spreads (AA, 
July 16), has completed plans for 
a promotion drive to begin the 
first of the year. 

The drive will open with an 
‘ducational program through the 
vawrence H. Selz organization, 
hiecago public relations company, 
and will within a few months be 
lowed by an advertising cam- 
iign handled by Leo Burnett 
ympany, Chicago. The 1946 bud- 
get will amount to about $200.000, 
and may be doubled or trebled 
ter, according to Malcolm D. 
aven, advertising and sales pro- 
tion director of the council. 
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POINT OF SALE 


e@ It is not wrapped in pretty tissues nor tied 
with fancy ribbons, but the NPN Refresher 
Book on Wartime Refining Technology has 
proved one of the finest gifts presented to men of 
the petroleum refining industry as they return 


to civilian life . 


a gift made possible by 


National Petroleum News to aid the people of 
its industry, to fit them for the fast-moving ex- 
pansion now under way. 

Bound within the covers of this handy, pocket- 
size volume is a review of all developments and 
improvements in refining processes since the first 
contingent of Americans sailed for foreign shores. 
Here is a steppingstone by which 2406 oilmen 
are returning to their peacetime occupations 
with knowledge of the advances made while they 


were absent. 


DISPLAYS 


Plaster-Compo, Hydrocal or | 
Mache. Any shape or size. Designed, 
Modeled, and finished. 


A letter or phone call will bring full 
details without obligation. 


CHICAGO 7 


HAR. 5504 506 S. WELLS ST. 


Papier | 


THE NEWSMAGAZINE FOR 


OIL MANAGEMENT MEN 


Here is a small book that gained so large a 
reputation that in addition to requests from oil 
men in uniform in almost every part of the world, 
176 oil companies ordered copies for civilian em- 


ployees in their refineries. 


An original press run was exhausted, then the 


second and third printings. 


More than 5370 


copies have been distributed. This advertisement 
is not for the purpose of further expanding dis- 
tribution of the NPN Refresher Book. Rather, 
it is to refresh the memory of those who place 
advertising space that National Petroleum News 
believes . . . the most valuable publication for 
advertising is the one which makes its services 


most valuable to its industry. 


NATIONAL PETROLEUM NEWS 
1213 West Third St., Cleveland 13, Ohio 


PETROLEUM) | 


a 


News 


d = ~ . ee. > Pe ee: sib % ae eee : 2 aes ye eae rs at ae BES isis ae cain P res See as Aa oui ere 
a = ae 
oc | re 
} . = erie ee Migs ne 
¥ r. are lee | 2 
» ; ae oj Oa i : a 
:. b8 Bape) aa oe s 
/ ‘Bee Sie a, = } 
1 Sa ~ Ber 3 ne ~ 
| i + ee “ 
’ 4 Peis 0 Pre tte a 
5 , ‘ ee 
3 ‘ oe #: A 
4 &. J > Bi : 
RR 2 5 . aa 2 
4 - 4 . , | 
SS a 
ig 
| = 
| ——— a ee 
| 
} 
as 
7 Re Be: ae ‘ , e 
a es ee B 
ae eee ee ; 
Bz Reed ¥ e's 
IN Oe 8g ae ae og af ie eae t ? 
bat e Peleg: Bs ieee Baca har eee : 
ee ee am 2 a Tee ras Egle cea 4 eee © ‘ oe we 
Es Be a gk E> %  * 
si pes re PM at deans Sk Wes? Bee ae RT eo epee ee Gy. Un 
SP a ee es « 7S @ 
ee eg oe Pi cp ea: aie Bare 7 ham a, Wea \ 
RS Sm ie th a Dp) oh a gga ite, geese i ih, -. 
i ee aa 1 ete fi, AN i 
RR aaa i ae pal aie he ee ie, Fe , ! . i 
ey a pee, & : > * Rs ee 7ai ; . ie 
| as, 2 eae ’ se To ee Rr we = OO i * ie : 
- Pk i, ee q ee die Be ie. ae “Ga Sees, si — oe 
| i } : ; es de A he eee oe Mee Le? - 
: eR ia ey a) eke oem ae. ~~ ,- 
: e Ear a tt bes . 
: © a v : — = gps = 
5 r Z r  S, a” 7 * P 3 ' é, 
Ae he agar g ie pee pe ae ’ % i ty 
e i ei Riis : Bras, ma 
Bee Fo hy iy es a 9h a ea I ee RS EE ae et ame oN ars 
ES wae . ee Be rs a ee * 
T., 3 ed i en ee RR a 
Ecce ie ; 1G. a Oa nage Be TT ES, me, of \\\ 
sleleteseteteteter i ee ee ¥: ie of oe. 
sotetetetetctatacas = Ras Mg al oes aed URS s Be oy 
Sy ae ae ndiys 8! Ti es se gate: a) ae. ; : : ae, \ ¢ = 
sg \ f Es : aes a Pg Sale re ts Bale oo ita 7 
[SS d # Bus in WP pie Sy aa eg ie x ree, \ g bi. 
SV mee es ae we es pape a ss f : ay ! \ 
a cee Blog cre pe: a oe i ee ig a eg ee ee Se E 
NN ie OS ca RE EC ttm ty eS Senay Oy a 
S oon ; peti ed, oe ek per 
i . . ie r es 7 ’ 
S ie oe i i ie? ; oe - 
Se oe 3 ee age Sage re - 
pea ha Pes Pas cea ee See he Lae 
ea oie SA dean eae GA | is ae I, EE hg 
Fest ps 8 ee Oe a ks ae 
ear ee ee RO is 
oss bain Te. ee ey ae ae ae 
pase ee Uk : uh 
\. ee Pod ee 
So age ee Pe A 
| ue 
~ 
a a 
, ; et 
a 
Br 
z= ie 
e 
. Ps i 
i be 
Pe 7 
i; 
ar 
we 
Me 
a 
i 
42 
| ee 7 
ees 
‘es 
pi io ‘$ ih 4: Sees, Bee, i Die ae. Oe ig ae OF: Lo eas bi, : 
4 Bis Bete 24 ee tee a ped ie LE ER iA as 
ae fio ps Be ae: LES BA “hi bi Pe. We By ox: bi 
S i Oe (Bee ae f? [ee 
Srrcctrtt—‘“(t;is:CtsSsC‘(‘(iéiSU:Cté‘(‘iéS’:=Ci« Rick, foe ee 3 
os ne 07 page a ‘ 
| ae | fap, J Be j y Es, 
J | | NATIONAL a / 
NO ee / > ‘ 
£% oo 4) es ow = 
ic Be hy p Mh? 
Cs &F 6 ey es, Lal 
Be MEYERS! Ss a a fs 
Be “pau MEY Er ovo | é i 
: | ‘ ~~ 
| | pisptay 5 | :. 
a ‘2 
| 
F : = 0 het 2 - f i ; : ag ? . ~ . at ‘ oad : + - 4, ‘4 
7 * 


Newspaper Group 
Expands Program 
on Radio ‘Costs’ 


(Continued from Page 1) 
early January, and the study prob- 
ably will be a feature of the meet- 
ing of the Newspaper Advertising 
Executives Association in Chicago, 
Jan. 14-16. 

Meanwhile, it has been shown 
before separate groups of execu- 
tives of several agencies and of 
Lever Bros. Company and Camp- 
bell Soup Company. 

Soon it will be issued in booklet 
form. 

The study is in two parts. The 
first part concludes that “gen- 
erally speaking newspapers will 
reach larger audiences—not mere 
circulation—than radio.” 


The second part, covering 59 


of the 100 largest advertisers who 


iene 


are substantial users of both media 
and for whom sales figures are 
available, concludes that “news- 
papers are associated with a gen- 
erally better sales record than 
radio.” 


Sales Gains Shown 


In the last “normal” three-year 
period of 1938-40, inclusive, the 
representatives’ association ex- 
plains, the 14 companies in this 
group which placed 65% or more 
of their combined newspaper-radio 
expenditures in radio had a median 
sales increase of only 5% in 1940 
from 1938. The 14 which divided 
their expenditures about evenly 
between the two had a median 
sales increase of 10%, and the 31 
which spent 65% or. more of their 
combined newspaper-radio net- 
work expenditure in newspapers 
had a median sales increase of 
22%. 

The AANR points out in the 
introduction to the study—pub- 
lished in detail here for the first 
time—that its “two basic consid- 
erations” have been to be “fair 


to competition” and to be “at all 
times conservative.” 

On a map of the United States 
are shown 251 cities of 25,000-or- 
more population. The four major 
networks have outlets in 230 of 
them—111 of NBC, 117 of CBS, 
135 of American, and 109 of Mu- 
tual. Except in the nine largest, 
only one newspaper is used for 
comparison—266 daily news- 
papers in all. “Compulsory com- 
binations” of newspapers in some 
cities are excluded. 


90% of Population 


These cities and their trading 
areas have 90% of the nation’s 
population. There are 33,000,000 
families in the country, and the 
newspaper list used “yields a total 
circuiation of more than 23,000,- 
000... 
“Of the 23,381,000 circulation 
poured over the country” by these 
266 newspapers, “86% goes into 
city and retail trading zones. There 
remains an overflow item of 3,- 
090,983 so-called ‘all-other’ cir- 
culation.’”’ This in itself represents 


UC 


GO 
ANYWAY? 


HO ARE THE ELKS, 


That’s certainly a fair question. 
The Elks are a group of American citizens who are 
banded together in the common causes of humanity. 
Quietly, without the blast of trumpets, the Elks for 
the past 78 years have been going about doing good. 
Their efforts to help crippled children are without 


parallel. 


Many a community hospital owes its iron lungs, 


or X-ray equipment or emergency ambulances to the 
good graces of the local Elks Lodge. In the past year 
alone, the Elks have contributed more than three million 
dollars in cash to local charities throughout the land. The 


list is endless. 
a 


Membership in the Order carries with it no insurance 
benefits of any kind, no health or accident monies. A man 
joins the Elks simply to do his own share in helping the 


Lodge help the community, and the nation. Right now, 
nearly all of the energies of 1400 Elks Lodges are 
devoted to a quicker reconversion to the nation’s 
efforts. The Elks are proud of the part they have played 


in America’s war effort. 


And America is proud of the Elks. 
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MIL-LOOK AND MIL-LISTEN 


I5 Best-Read A i . 500- ane 
MEDIAN est-Read Advertisements . 500-800 Line Size 


15 Leading Programs 


NEWSPAPERS 


Evening Half-Hour 


102 
PAPERS 


Audience . . . 7.046,130 


MIL-LOOK 


$3.06 


266 
PAPERS 


RADIO 


Audience. . . 9,118,980 


MIL-LOOK 


*3.69 


Audience 5,665,696 


A 


MIL-LISTEN 


°3.84 


nearly one-tenth of the nation’s 
population. 

Emphasizing newspapers’ flexi- 
bility, the study then points to 
the varying degree of acceptance 
and distribution of different na- 
tionally advertised products in 
different areas. Because of sup- 
ply and transportation difficulties, 
the national distribution of a 
cereal, for instance, declined from 
88% in 1941 to 50% in 1944. 


City Sales Vary 


“But this,” the study shows, 
“was not a uniform drop. Pitts- 
burgh, which had been highest 
in 1941 at 94%, became the low- 
est in 1944 with 18%.” Boston 
became the highest, with 71%. 
“Newspapers permit a formula 
by which the advertiser controls,” 
the study continues, “rather than 
the usual formula by which, 
broadly speaking, the advertiser 
is controlled.” 

The spotlight is then thrown on 
87 markets of 100,000 or more 
population, “plus the ABC trad- 
ing zones,” which represent 63% 
of the population and account for 
70% of the nation’s retail sales. 


‘Very Little Consistency’ 

“The advertiser finds almost 
always that a network program 
may not reach a satisfactory num- 
ber of people in these cities. Re- 
sults are not subject to plan or 
control.” Ratings of C. E. Hooper, 
Inc., are then cited to explain 
that a “typical show” had a high 
of 13.9 in Pittsburgh and a low 
of 2.5 in Chicago. “In other cases, 
any large city may exceed any 
other large city and yet there is 
very little consistency in the way 
these variations occur—with one 
very important exception: 

“In a surprising number of 
cases, New York, Chicago and 


— 


Philadelphia are found near the 
bottom of the list.” 

The study then says that the 
annual cost of one major city’s 
portion of a leading program over 
a typical network would be about 
$18,000 annually, for time and 
talent. “For about the same 
amount of money, plus a 7% al- 
lowance for production costs, the 
advertiser could design a schedule 
of 500-line copy” appearing 50 
weeks a year in three papers in 
that area, “alternating between 
the papers each week.” 


Continuity Value Demonstrated 


The study admits that continu- 
ity in radio network advertising 
“creates and maintains a higher 
audience rating than would be 
conceivable if the typical, ran- 
dom, hit-or-miss use of news- 
papers, with inadequate size and 
inadequate frequency, were ap- 
plied to radio.” 

Examples are cited of the con- 
sistency of department store ad- 
vertising in newspapers of two 
major cities—as compared with 
the lack of it by most major na- 
tional advertisers in this medium. 
The newspapers themselves, how- 
ever, the report emphasizes, are 
more consistent than network 
radio in their inherent pulling 
power. 


Radio Variables Shown 


Among “variables in radio” is 
the fact that for half-hour eve- 
ning programs for the year ended 
March, 1944, NBC had a median 
rating of 11.1; CBS of 8.5; Amer- 
ican of 4.7, and Mutual of 4.2— 
the combined median rating of all 
being 8.6. 

Then variation is shown by city 
size, based on a report of the Co- 
operative Analysis of Broadcast- 


ing for May through August, 1944. 
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A IMPOSING group of suecessful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to usea service consisting ofad-setting, engraving, 
and printing—all under one roof...Specially trained men are 
always on their toes to serve you so well that you will com 

back again. We-can lighten your burdens—and at the sam: 

time produce better and more profitable printing for you- 
at a saving of time) trouble and money. Phone Whitehall 230¢ 


FAITHOR 


CORPORATIO 


AD-SETTING + ENGRAVING + PRINTIN 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 230 
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AVERAGES 


RADIO 


The average half-hour evening program over a 
national network gets an audience rating of 


et oe 4 


NEWSPAPERS 


The average national newspaper advertisment of 


i 


any size from 200 lines up gets a reader-rating of 


eo ee 


The average national newspaper advertisement 


from 500-800 lines get a r 


eader-rate of 


i [ero 


“The median rating of the 15 
leading evening programs in the 
largest population group was 
.4,” and in the other three popu- 
lation groups by diminishing size, 
9.4, 11.0 and 10.1. 


Evening Programs Rated 


The Hooper rating of evening 
programs for the years 1943 and 


‘44 showed a nine-month listening 
average, September through May, 
of 10.2 and a three-month aver- 
age, June through August, of 6.5 
—‘a drop of more than 36%.” 

Among “newspaper variables” 
the study shows that 500 to 800- 
line national ads in the first 78 
studies in the Continuing Study 
of Newspaper Reading had a 
median readership in toilet requi- 
sites of 17%; automotive, 16; 
groceries, 16, and alcoholic bev- 
erages, 13%. 


Read by 15-18% 


These ads were read by 15% 
in cities of 100,000 and more popu- 
lation; 18% in 50,000-100,000 
cities, and 17% in less-than-50,000 


cities. The newspaper ads, on the 
average, were better read in the 
three-month period, June through 
August—18%—than from Septem- 
ber through May—16%. 

“The average half-hour evening 
program over a national network 
gets an audience rating of 8.6,” 
the study emphasizes. “The aver- 
age national newspaper advertise- 
ment of any size from 200 lines 
up gets a reader-rating of 10.0”; 
and of 500-800 lines, a reader- 
rating of 16. 


Comparative Figures Cited 


Taking network program rating 
figures that “are the highest of 
the three sources available to us,” 
the report points out that for the 
full year ended March, 1944, Bob 
Hope led the first 15 with 30.9, 
and “The Great Gildersleeve” 
was 15th, with 15.8. “The median 
average of the best in radio. . 
is 20.2%.” This means a median 
national audience of 5,665,696, and 
a media “Mil-Listen,” or cost per 
1,000 homes reached, of $3.84. 

A median average of the 15 
best-read 500-800 line ads in 
newspapers “yields a readership 
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"Names in the News" has been broadca 
the past eight years, direct from Peopl 
s sponsor. During this time, the numbe 
than doubled, and the business volume 
creased nearly three-fold. 


ess More Than 


Doubles... 


Mr. G. Hicks Fallin, Executive Vice-Presi- 
dent of Peoples Federal Savings and Loan 
Association of Peoria 


During Eight Years 


on WMBD 


st over WMBD each weekday morning for 
es Federal Savings and Loan Association, 
r of accounts at Peoples Federal has more 
of this home-financing institution has in- 


Mr. G. Hicks Fallin, Executive Vice-President says: “We feel that our consistent use 


of WMBD for the past eight years has played a principal part 


n the rapid growth of our associ- 
ation during this time. It is proof 
to us that WMBD has a loyal lis- 
tening audience, and that it 
carries considerable influence in 
Peoriarea.” 


FREE & PETERS, INC. 
National Repres: atatives 


PEORIAREA 
Pop.614,200 


of 39%; an audience of 7,040,130, 
when applied to a list of 102 
papers in 87 major markets; an 
audience of 9,118,980, when ap- 
plied to a list of 266 papers in 251 
markets.” 

The “Mil-Look” cost to reach 
1,000 homes in the 87-market list 
is $3.06, and to reach the 251- 
market list, $3.69. Newspapers 
thus “reach more people and reach 
them at less cost—than radio.” 

The Mil-Look—Mil-Listen com- 
parison was suggested by a lead- 
ing advertiser. 


Ad Rates Surveyed 


The Tribune, South Bend, Ind., 
has issued a comparison of adver- 
tising rates of newspapers with 
50,000 to 125,000 circulation. 

Its summary of national rates 
reveals that the national average 
milline rate of the 100 newspapers 
surveyed is 2.57—the Tribune’s, 
2.21. Its summary of local rates 
of 79 newspapers reporting shows 
a national average of per-inch- 
per-thousand of .0277—the Trib- 
une’s, .0225. 


ANNA AYER FRY 

Philadelphia, Dec. 11.— Mrs. 
Anna Ayer Fry, 69, widow of 
Wilfred W. Fry, former president 
of N. W. Ayer & Son, and daugh- 
ter of Francis Wayland Ayer, 
founder of that agency, died here 
Sunday after a_ short illness. 
Her husband was the originator 
of the annual Francis Wayland 
Ayer cup for typographical excel- 
lence among U. S. newspapers, 
established in 1931. Until four 
years ago, Mrs. Fry was president 
of Meridale Dairies, Inc., New 
York, an amalgamation of milk 
companies, 


FRANK G. SMITH 


New York, Dec. 11.— Farnk G. 
Smith, 71, retired since 1932 as 
head of Smith, Sturgis & Moore, 
Inc., advertising agency, died Sun- 
day. He was at one time ad- 
vertising manager of D. Appleton 
& Co., publisher, and assistant to 
J. Walter Thompson, head of the 
ageney of that name. His son, 


W. P. Smith, is radio director of 


ay 
PTE, 
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Charles W. Hoyt Company, New 
York. 


S. RAE HICKOK 

Rochester, N. Y., Dec. 11.—S. 
Rae Hickok, 60, co-founder and 
president of Hickok Mfg. Com- 
pany, men’s belts, buckles and ac- 
cessories, died yesterday. Mr. Hic- 
kok began developing the business 
while studying at the University 
of Rochester. The company oper- 
ates branch plants in 14 upper 
New York state towns. 


To Goldman & Gross 


Process Mfg. Company, Chicago, 
manufacturer of rug cushions, has 
named Goldman & Gross, Chicago, 
to handle its advertising. 


* WOOD .« 


Well read and liked by the importent men 
in @ great industry—men who are worck- 
ing te achieve wood’s exciting future. 


PRODUCTS 


Your letterhead makes scores 
of business calls every day. 
It is probably the most active 
representative of your busi- 
ness. Does it command re- 
spect, make the right first im- 
pression? Or is it behind the 
times ? 

Now, when all business is 
swinging into peacetime com- 
petition, maybe it’s time to 


Does your letterhead say 1900? 
SEND FOR THIS FREE BOOK... 


LOOK FOR THE WATERMARK --- 
ey ek eg ey 
* 2% 9 Pin ae 


modernize your letterhead. 
Hammermill’s newest man- 
agement-idea book, “Your 
Next Letterhead,” will give 
you the information you need 
to improve your present let- 
terhead or redesign it entire- 
ly. Contains 26 examples of 
good design—a real “show- 
how” book. Send the coupon. 
No salesman will call. 


Your letterhead need not be on extravagantly expensive paper, but it should be on 
good paper. Hammermill Bond provides the requisite quality at moderate price. | 


Letterhead.” 


(Please attach to, 


IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


or write 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


FINISH 
THE JOB 
-.~.« WITH 
VICTORY 

BONDS 


Please send me—free—a copy of “Your Next 


eee eee ee eee eee eee eee ee | 


eee eee eee eee eee eee ee 


on, your business letterhead) AA 12-10 
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a Advertis 


Dentists fill teeth and shoemakers mend shoes. But 
what does the president of a company do? Or a 
vice-president? Or a department head? Or any 
management man, for that matter? 

FORTUNE has a circulation of 175,000—of 
which 85%, or 148,750—are men of manage- 
ment. But they’re not just 148,750 presidents, vice- 
presidents and department heads who sit behind 
their desks and read FORTUNE, 


VICE- 
PRESIDENT 


PRODUCTION 
MANAGER 


Engineer Maintenance 
Purchasing Personnel 
Pe ee Maat 


y Ee ae 


Fortune has a Circulation 


of 411,000 pun iond 


In a recent study, which is yours for the asking, 
FORTUNE discovered that its 148,750 presidents 
and vice-presidents and other management men fill 
411,000 jobs— 411,000 jobs in sales, purchasing, 
engineering, maintenance, research, merchandising, 
advertising, traffic, production, promotion and post 
war planning. 

The 411,000 jobs filled by those 148,750 man- 
agement subscribers is the real FORTUNE market. 


FORTUNE | THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF 


MANAGEMENT MEN. 85% of FORTUNE's 175,000 subscribers are management men—and survey 
after survey shows that advertising in FORTUNE reaches management more certainly, more effectively, 


and more economically than in any other magazine. 
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Advertising Age, December 17, 1945 


PHOTOGRAPHIC REVIEW 


NEW NEON—Westinghouse Electric Corp. turned on this new giant spectacular 

last month giving Philadelphians a blaze of 15 mm. orange neon in signature 

and trademark, replaced by flashes in white neon calling attention to lamps, 
radios and refrigerators. 


a 


AT BOSTON FETE—Harold E. Fellows, right, general manager of WEEI, Boston, 

was host to a group of advertisers and agency men at a cocktail party Dec. 3. 

With him in the picture are John Karol, CBS manager of network sales, New 

York; Philip Kenney and Edward Rosie, Lever Bros., Cambridge, Mass., and 
Herbert Carlberg, of Radio Sales. 


VITAMIYS 
tm. io 


DRUG STORE SHOWING—This window display, currently appearing in drug- 

gists’ windows for Lederle Laboratories, New York, was lithographed in full 

color from a painting by Laurence Wilbur. In seven pieces, the display can be 

used in large windows, or parts of it are adaptable for use inside the store as 
tie-ins with the window display. 


HISTORY—A model in 1928 clothes 
and a 1945 fashion plate preview the 
Plymouth display at the Detroit Public 
Library's automotive historical exhibit. 
Celebrating its !7th anniversary, Ply- 
mouth shows a picture of its first car. 


= 


SCULPTURED—P. Ballantine & Sons’ 
holiday display for windows and 
counters was lithographed from a 
direct-color photo of a clay figure 
modeled by Sam Berman. 


AMERICA'S FIRST REALLY NEW REFRIGERATOR 


ATEST ENTRY IN REFRIGERATOR FIELD—First advertisement for Frostor, hailed as “America's first really new refriqer- 


tor," was this full-color spread in the Dec. 8 Saturday Evening Post. The new unit, a product of General Tire & Rubber 


0. and Liquid Carbonic Corp., will be produced at a plant now under construction at Morrison, Ill. (AA, Dec. 10.) 


CHRISTMAS MESSAGE—Mistele Coal Co., Detroit, remembered for its 1943 

poster design, "Christ at the Peace Table,” is using this message currently, 

It was designed by Walker & Co., and developed in the outdoor company's 
art department by Herman Jahnke, art director. 


DETROIT ARTISTS MEET—Among the attendants at the annual get-together 
of the Detroit Society of Advertising Artists held recently at the Fort Shelby 
Hotel were, left to right: Arthur Radebaugh of the New Center Art Studios 
staff; Crawford Johnson, president of the society, and Edward Woods, art 
director of the Detroit office of Ruthrauff & Ryan. 


GOOD. ANY OLD TIME! 


AMERICAS LARGEST SELLING CHEESE CRACKER! 


BACK IN STOCK—This 24-sheet poster is the first of a series in Loose-Wiles 

Biscuit Co.'s new campaign for Sunshine Cheez-It, which was temporarily with- 

drawn because of wartime curtailment of ingredients. The poster will have 
coast-to-coast showing. (Story on Page 6.) 
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‘KEEPS' PLUGGING—Oneida Ltd., Oneida, N. Y., will change the theme of 

1946 Community silverplate magazine ads from "Back Home for Keeps" to 

"This is for Keeps.” Jon Whitcomb illustrations again will be used, showing 

a bride and groom instead of a soldier and his girl. Nine magazines carry 
the campaign, through Batten, Barton, Durstine & Osborn, New York. 
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oy shoots boy, in hotel!”...““Children, 
locked in room, perish in fire—while 
mother plays bar-fly! .. .““Oh, mom, 
I’m so glad you came! I didn’t mean 
to do it. I'll be an old man, when I get out. Why didn’t 
they give me the chair—and have it over?” 


**Ho hum—what’s the world coming to?’’ And you turn to 
the financial section to see what the market did today. 
* * * 

Did it ever occur to you that maybe we’d better think 
a little more about Clark street, and less about China? 
Listen! If we don’t take better care of our children, we can 
win all the wars in the world—and still g0 down to defeat! 
Compared with this problem of juvenile delinquency the 
atom bomb is just a harmless fire-cracker. 

* * 

Can’t we get it through our thick heads that the kids of 
today are either going to make or break the America of 
tomorrow? That Truman, Attlee and Stalin are just pass- 
ing personalities—just what’s-their-names that people 
on quiz programs, twenty years from now, won’t even 
remember? We’d better wake up to the fact that 
nothing—just nothing counts but KIDS! And kids 
are what we oldsters make ’em. And, when they go 
wrong, we gray-heads should be made to serve out their 
time for them—because we, not they, have sinned. 

* * 

Starve a man lon¢ enough, and there rans 
isn’t a crime in the calendar that he RENE HY MB sEF 
won’t commit. Yet we expect a starved 4 
kid to go on being a good little boy, 
when all he has to do, to get in the 
bucks, is to just twist a hairpin around an ignition 
switch, and drive a hot car three blocks. 

| * #* 

No—the police can’t do much about it. The judge can’t 
do much about it— juvenile delinquency begins at HOME 
—it’s mother’s and father’s business. 

The answer to this whole problem is HOMES! Homes 
lit up with sunshine, and laughter, and love! Homes that 
are more fun than the drugstore corner! Homes that start 
the day with buckwheat cakes, sausage—and prayer, in 
the good old American tradition! Homes that know about 
God, and aren’t too mealy-mouthed to explain and glorify 
Him to wide-eyed, soul-hungry children who want some- 
thing big, and fine, and strong to hang on to! 

And, where such homes are lacking, somebody’s got 
to make up the deficiency—if this world is to go on, 
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That is the intent of THE OFF-THE-STREET CLUB, 
When you get right down toit, THE OFF-THE-STREFT 
CLUB means infinitely more to Chicago than its incom. 
parable lake front, or bringing the capital of the world to 


Cook County. If all the hell-bent kids, that this great club ¥" 


has salvaged and built into wonderful men, could be lined 
up—it would make the most inspiring parade that ever 
marched down Michigan Avenue! 

Yes—making men for tomorrow out of kids that need 
help today is the volunteer job of Chicago’s OFF-THE- 
STREET CLUB. And that Club deserves all the support 
we can Give it. 

That’s the way THE CHICAGO FEDERATED AD. 
VERTISING CLUB feels about it. So, once a year about 
this time, we throw an all-out Christmas party for the kids 
of THE OFF-THE-STREET CLUB. 

This year we are going to stage the biggest, finest party 
of its kind we have ever held. And—we want you to be 


there. The kids themselves will expect it. Don’t disap- 
point them. 


PLACE: Grand Ball Wnens. Hotel Continental, 505 N. 
Michigan Ave. 
STARTING TIME: 12:00 Sharp. 


You won’t begrudge the price—$5.50 a plate—because} . 


nearly half of it will be spent for the betterment of these 
kids. .. . Mail your order and check TODAY—to 
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